PPLIANCE sales for the 1938 states for the first three months, and 
first quarter are not nearly so when we compare these figures with 
bad as the manufacturers’ sales RETAIL SALES OF HOUSEHOLD AP- the appliance retail sales figures shown 
figures indicate. Retail sales have de- PLIANCES BY INDEPENDENT STORES, by the Department of Commerce we 
clined less than half as much as manu- COMPARED WITH MANUFACTURERS' get a picture of the degree to which re- 
facturers’ sales. SALES OF ELECTRIC REFRIGERATORS tail sales are running ahead of manu- 
The estimates of manufacturers’ sales facturers’ sales to wholesalers. Th 
of refrigerators prepared by the Edi- First Quarter 1938 aggregate percentage of loss in the 
son Electric Institute based on NEMA First Quarter 1937 states shown on the accompanying 
production shows an average decline Appliance Refrigerator table is 17.81 per cent for the first 
for the first quarter of 1938 of 44.86 Retail Sales Sales (Mf'r's. three months of this year as compared 
per cent from the same period of 1937. Alcheme with the first three months of 1937. 
Electric washer sales reported by the Georgia —22.997,  —55.88%, This compares with a percentage loss 
American Washing Machine Manu- South Carolina | of 44.39 per cent on sales of refrigera- 
facturers Association show a decline of Arkansas* — 84%  —50.46% tors from manufacturers to distributors 
38.68 per cent, and a decline for iron- California .. —!9.42%  —43.88%, in the same period. 
ers of 38.83 per cent for the first Minois .. —18.96% —41.43% This decline of nearly 18 per cent 
quarter. The figures for the first Indiana —25.63% —51.67% in retail sales against a year ago is by 
quarter for range sales are not com- lowa .. _ — 199% —35.63% no means a rosy picture, but is opti- 
plete, but for the first two months show Kansas — 975% —39.51% mistic when compared with the manu- 
a decline of 18.9 per cent—a smaller Missouri —10.38% —39.48% facturers’ figures. Inventories are ob- 
loss than is shown by the other major Nebraska —!8.05%, —46.42%, viously being liquidated at a reasonably 
appliances. The range also is the Ohio .... .. —34.07%  —60.58% good rate. 
single appliance that, while off in rela- Oklahoma . — 5.28% —16.05% 
tion to 1937 sales, is above the corre- Oregon* ....... —15.0 %  —59.06% ROM a further study of the manu- 
sponding period for 1936. These fig- Rocky Mountain facturers’ sales reports we get a 
ures represent the shipments of manu- States .... — 781% 44.91% market indicator. The white collar 
facturers to distributors and dealers. Texas ........... — 5.45% 18.31% class are doing the buying. It is rea- 
They do not represent sales to the Washington —15.96% —28.68%, sonable to assume that the shipments 
ultimate consumer. Wisconsin . —14.31%  —52.29% of washers and refrigerators, partic- 
Inventories on the first of January Average ... —I7.81%, —44.39% ularly for the first quarter, have gone 
were heavy in appliance lines. The *March only. toward replacing current stocks. And 
first task obviously is to move inven- the striking fact about these shipments 
tory. The true index, therefore, of is that they are in the higher price 
. the state of appliance business today classifications. 
is not in the manufacturers’ figures On washers the average retail price 
quoted above, but in the figures show- rately reported, the indication is that was $74.50 for the first quarter of 
ing sales to actual consumers. the loss of sales in household appli- 1938 against $69.30 average in the 
ances is less than the loss of sales on same months of 1937. 
HEN we turn to such of these furniture. As an instance of this, the On refrigerators, sales of the 6 and 
figures as are available we find sales for the City of Los Angeles were 7 cubic foot sizes continue to increase. 
that the picture is much more favor- reported separately. The loss on The 6-foot models accounted for 45.13 
able. The figures available on retail household appliances in Los Angeles per cent of the three months’ volume 
sales of appliances are furnished by was 12.3 per cent for the month of this year compared with 41.65 per 
the Department of Commerce. They March, and the loss on furniture was cent of the first quarter volume in 
do not report all the trading areas of 25.7 per cent. Therefore, we are justi- 1937. 
the country, but a sufficient number to fied in believing that the figures we Whether or not this indicates in- 
give a fair index. These figures must are printing here on the loss on sales creased buying for purposes of econ- 
further be qualified, because the classi- on appliances are conservative, and omy in white collar families, it certainly 
fication reported is titled “Furniture represent a greater percentage of de- shows that there is a steady buying 
and Household Appliance Sales.” In cline than a strict appliance classifi- power still exerting itself and _ still 
some instances the furniture and cation would show. accessible to the quality appeal. 
household appliance sales are reported Refrigeration sales by tmanufac- 
separately, and where they are sepa- turers to distributors are available by Pe Rye 
~ 
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Here it is—said to be the first 
union card for salesmen to make 
its appearance in America. 


Spark plug of the retail sales- 
man's union is Phillip F. Koerner, 
a former salesman himself. 
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alesma 


By 
Tom F. Blackburn 


Attempt to Control Chiseling; 


Distributors Non-committal 


OME future historian, paraphras- 
ing the American scene, is going 
to devote a chapter to things 

that can’t happen here. Out west— 
quite off the record, quite—you will 
see cowboys lassoing backyard tele- 
phone booths to discipline refractory 
citizens; down south many a sassy 
Negro is taken to the graveyard for 
a licking; in cities plate glass windows 
get pushed in. No hint of such powers 
exist in our statutes; in fact these 
events are quite indefensible at law; 
nevertheless knowledge that they do 
take place gives pause to the individual 
who otherwise would stick his neck 
out. 

In German folklore they speak of 
all this as the spirit of mischief. It is 
embodied in the stories and music 
about Tyll Eulenspiegel, legendary 
nuisance of the middle ages. 

So, with the formation of an appli- 
ance salesman’s union in German Mil- 


waukee, it may be appropriate to say 
that the appliance field has enlisted 
the spirit of Tyll Eulenspiegel to iron 
out a difficult problem in distribution. 

For, frankly, the new weapon that 
has been forged at Milwaukee is the 
nuisance threat of picketing, of loss 
of salesmen, of blaring sound trucks, 
of mass action by retail men in ham- 
pering distribution of various brands. 
Action that the Wisconsin Radio, Re- 
frigeration & Appliance Association 
could not dream of will be undertaken 
gleefully by the Retail Clerks Interna- 
tional Protective Association. 

The story of the unionization of Mil- 
waukee’s_ retail appliance salesmen 
would be a dreary recital if only the 
surface facts were revealed. And, be- 
cause Electrical Merchandising could 
not persuade dealers or distributors to 
put their views on record, it presents 
them without tags, in a composite pic- 
ture of opinions. 


W isconsi" 
Radio, Refrigeration & Appliance -As- 
sociation has been trying to eliminate 


For a long time the 


chiseling in retail selling. It got 
bad, said one dealer, that 95 per cent 
of the sales of appliances were at 4 
cut price, often with dealer and sales- 
men reduced to splitting a $10 bill be- 
tween them. Retail salesmen averaged 
about $18 a week or less, and many on 
drawing accounts were in debt to their 
bosses. 

There exists a fair trade law in W 
consin, but dealers had little luck 
getting distributors to sign up and 
agree to maintain prices. And, in fa '- 
ness to many distributors, it must %¢ 
said that the quotas assigned them «1¢ 
not permit them to open their eyes 
widely to see how their merchanc >¢ 
was moved—whether filling statis 
or legitimate dealers sold it. Th 
too, had to get out from under 

(Please turn to page 59) 
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AGREEMENT 


THIS AGREEMENT made and entered into this .......... day of 


of Milwaukee, Wisconsin, hereinafter referred to as the Employer, and the 
RETAIL APPLIANCE SALESMEN'S UNION, LOCAL NO. 1343A, affiliated 
with the Retail Clerks’ International Protective Association and the American 
Federation of Labor, hereinafter referred to as the Union. 


WITNESSETH: ARTICLE | 


The Employer agrees to recognize the representatives of the Retail 
Appliance Salesmen's Union, Local No. 1343A as the sole bargaining agent 
in the matter of wages, hours and working conditions for all employes who 
sell merchandise in the retail or wholesale stores of the Employer. 

The Employer agrees that those of its employes who are not members 
of the Union and who are eligible for membership, shall become members 
of the Union on the acceptance and signing of this agreement, and shall 
remain members of said Union for the life of this agreement. 

All new employes that are hired in the future shall be required to obtain 
a work permit from the Union within five (5) days of their employment, 
and after a ninety (90) day probationary period, shall become and remain 
members of the Union. 


ARTICLE I! 

It is agreed by and between the parties ‘to this agreement that the 
Employer, for the life of this agreement, will observe the following opening 
and closing hours: 

Tuesday, Wednesday and Saturday: 

Opening at 9:00 A. M. and closing at 6:00 P. M. 
Monday, Thursday and Friday: 

Opening at 9:00 A. M. and closing at 9:00 P. M. 

Store to be closed on Sunday. 

All stores may be open every night except Sunday during 
the two (2) weeks immediately preceding December 25th. 


It is further agreed that no employe shall be required to work more than 
the store hours established in this agreement. 


ARTICLE Ill 

All regular appliance salesmen who have been in the employ of the 
Employer named herein for one (1) year or more shall receive one (1) 
week's vacation with full pay. 

All regular appliance salesmen who have been in the employ of the 
Employer named herein for two (2) years or more shall receive two (2) 
week's vacation with full pay. 

Vacation period shall be figured on the average earnings of the previous 
fifty (50) weeks. 

Vacation period shall not be charged against salesman's salary or com- 
mission. 

There shall be no reductions of wages or commissions because of the 
operation of this agreement. 


ARTICLE IV 
The holidays to be observed are: New Year's Day, Independence Day, 
Decoration Day, Thanksgiving Day, Christmas Day, Labor Day and such other 


holidays as may be mutually agreed upon five (5) days in advance. No 
work shall be permitted on Labor Day. There shall be no reductions in 
wages on account of legal holidays. 


ARTICLE V 


In slack periods, necessitating the lay-off of employes, those last hired 
shall be first laid off, and in re-hiring, those last laid off shall be first re-hired. 


ARTICLE VI 


There shall be no repayments or reductions of wages or commissions on 
replevins after ninety (90) days from date of delivery. 


ARTICLE Vil 
shall be figured on the net selling price of 


All sal n's ¢ 
merchandise sold. 


ARTICLE Vill 


The Employer shall furnish a monthly commission statement to all employes, 
showing the customer's name, amount of sale, model or type number of 
merchandise, rate of commissions, t of « , any trade-in allow- 
ances and replevins. 


ARTICLE IX 

Since the contracts between distributors and Employer on many trade- 
marked and nationally known articles provides for minimum prices and 
maximum trade-in allowances—a violation of which means the loss of the 
right to handle such products—jeopardizing the means of the members of 
the Union from earning a livelihood as well as constituting an unfair trade 
practice and unfair competition practice in violation of Section 100:20 of 
the Wisconsin Statutes, tending to demoralize the industry and prolong the 
recession, it shall be unfair to the Union and a violation of this agreement 
to sell such merchandise for less than list price or to give more than the 
maximum trade-in allowance as set up by the distributor, where such dis- 
tributor and the employer have a contract to said effect or as provided for 
by this contract. 


ARTICLE X 


The Employer agrees not to take any merchandise on consignment from 
his customers or prospective customers. 


ARTICLE XI 


To sell or offer for sale any product of the industry with intent to deceive 
customers or prospective customers as to the quantity, quality, substance 
or size of such product shall be considered a violation of this agreement. 


ARTICLE Xil 

It is agreed that the parties will later negotiate the question of wages 
and when they have come to an agreement, same will be appended to this 
agreement and become a part thereof. 

This agreement shall remain in full force and effect for one year from 
the first (Ist) day of March, 1938, to the first (Ist) day of March, 1939, 
and it shall renew itself from year to year thereafter unless either party 
gives notice to the other in writing at least thirty (30) days before the 
expiration date of this agreement of his desire to have the agreement 
terminated at the end of that contract period. 

IN WITNESS WHEREOF the parties hereto have hereunto set their hands 


ELECTRICAL APPLIANCE TRADE-IN ALLOWANCE SCHEDULE 


Effective as of March 10, 1938 


The following schedules show the maximum trade-in allowances that shall be 
allowed on electrical appliances. It is understood that there will be no 
premiums or free gifts permissible over the maximum schedules set forth 
unless such special deals are announced on a national basis by the manu- 
facturer, and that there will be no further allowance in the way of a 
discount; except a 2%, discount may be allowed on all cash deals (cash with 
order or on delivery) to meet trade stamp competition. There shall be a 
6% minimum financing charge. 

Trade-in shall be defined as replacing a piece of equipment in use at the 
time of the sale and removing same to the seller. 


MAXIMUM TRADE-IN ALLOWANCES FOR DOMESTIC REFRIGERATORS: 
A maximum 8%, of list price for ice boxes. 
No trade-in or any special discounts on 1937 models. 
Ten per cent (10%) allowance on list price on “Orphans” 
used mechanical refrigerators and on lately developed, 
insulated and air conditioned ice refrigerators, such as 
Coolerator, Everpure, etc. 
Fifteen per cent (15%) allowance on used mechanical 
refrigerators, models prior to 1933. 


MAXIMUM TRADE-IN ALLOWANCES ON ELECTRIC RANGES: 
Ten dollars ($10.00) allowances on ranges carrying a list 
price of under $100.00. 

Fifteen dollars ($15.00) allowances on ranges carrying a list 
price under $200.00. 

Twenty dollars ($20.00) allowances on ranges listed at 
$200.00 and over. 


MAXIMUM TRADE-IN ALLOWANCES ON GAS RANGES: 
No trade-in allowances on gas ranges listing under $55.00. 
Ten per cent (10%) trade-in allowance on gas ranges listing 
at $55.00 and over. 


MAXIMUM TRADE-IN ALLOWANCES ON WASHERS AND IRONERS: 
WASHERS 


No trade-in allowance on washers listing under $59.00. 
Ten per cent (10%) allowance on washers listing at $59.00 


or over. 

Water power washers shall have no trade-in value. 
IRONERS 

Five per cent (5%) allowance only when a used ironer is 

traded in. 


SALESMAN UNION PROPOSES TO ENFORCE THE TERMS OF THIS AGREEMENT. 
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LECTRI¢ 


ranges, refrigerat- 

ors and the complete assort- 
ment of small electric appli- 
ances are style leaders today. Their 
design is the result of collaboration 


between engineers, 
district 
Endless 
concentrated on 
their design, because good design pro- 


leading designers, 


sales promotion departments, 
distributors. 


effort is 


managers and 


time and 


motes sales 
For that same reason a good-look- 
ing, well organized, attractive store 


in which to sell these appliances is 
important. It’s not a part of the 
that with the 
customer, but an attractive shop, ac- 
tively promotes sales because a good 


background improves the appearance, 


package goes home 


even flatters merchandise. 
Refurbishing a store need not in- 

volve any terrific expenditure. The 

main requirements will be brains, 


brawn and paint. 


See Yourself As Others See You 

There’s a terrific lethargy or drag 
in this business of keeping a display 
room. You get up in the morning, eat 
breakfast, go down to the 
tend to numerous details, 


store, at 
and go 
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home at night and it’s a ten to one 


shot you don't cons« iously look at 
the walls, floor, entrance door and 
other details of the building which 


houses the merchandise you sell. 
However, these are the outward, vis- 
ible factors which the customer sees. 

As you back from lunch 
some day, pretend you are a customer ; 
if it isn’t asking too much, pretend 
you are a woman, and a fussy woman 
at that. Look at the outside of your 
store. Does it look wideawake? 
Does it invite you to come in? Do 
you know at a glance what kind of 
a store it is and what is for sale 
there? 

Now open the door and walk in. 
Do you get an immediate reaction of 
pleasure? Is there an appearance 
of organization? Is there a sugges- 
tion of service as well as sales? 

If you can’t answer a_ hearty 
“Yes” to all of these questions it’s 
time you did something about it. 


The Outside of the Store 


The functions of the exterior are 
threefold. It should attract custom- 
ers, be clearly labeled and have inter- 
esting windows. The exterior ap- 


come 


pearance is important because it flags 
customers, it makes the store easy to 
find, it labels you for what you are. 
People are bound to judge by ap- 
pearances. A smart, attractive store 
front, in the average mind, is the 
label of a progressive store, with a 
good line of dependable merchandise. 
If, on the other hand, your store is 
shabby and needs a coat of paint, 
you will seem to be slipping and your 
merchandise will be questionable. 
To be attractive does not require 
a gaudy exterior. Good taste should 
be expressed and the form it takes 
will depend somewhat on your locality. 
Since the product you handle is the 


MAY, 


1938—ELECTRICAL MERCHANDISIN S&S 


a a store 
gernitind ut nore 


last word in modern design it is logi- 
cal that any major alternations would 
follow this form. However, in certain 
an exclusive suburb for in- 
stance, it is just possible that Co- 
lonial detail might have greater at- 
tention value. 

If you are going to do a major face 
lifting job, the price may vary from 
$5,000 to $50,000. You will require 
the services of an architect and co1- 
tractor and you will no doubt launch 
into a detailed and comparative stuy 
of a host of new surfacing materials 
such as micarta,* stainless steel, ¢<- 
truded aluminum sheets, glass bric’ 
glass tile, and formica*. These 


cases, 


\ 
\ of what mo! 
ee 
‘ 


Editor» 


logi- 
ould 
rtain 
in- 


call’s Magazine 


modern materials have a tremendous 
amount of eye appeal because of their 
lustrous and colorful surfaces, and 
they have the additional advantage of 
requiring next to no upkeep. 

Even if you aren’t launching into 
any major remodeling expenditures 
this year, it’s still possible to improve 
your sales curve with a can of paint 
or a coat of stucco. 

The right color and the right color 
combinations in paint can completely 
transform a shabby looking store, 
and the right color and the right color 
combinations are as important outside 
as inside. Here are some simple sug- 
gestions which would claim attention: 
A. Smart Suburban Neighborhood. 

Exterior Wall Finish—Red brick 

Window Trim—White 

Door—Blue-green 

Hardware—Bright finished brass 

Accessories—Blue-green wiridow 
boxes 

Windows—Replace sheet glass 
with small paned glass 

B. Shop in Center of Town. 

Exterior Wall Finish—Grey paint 

Window Trim—White 

Door—Red 

Hardware—Black 

C. Shop in City. 

Exterior Wall Finish—Lustrous 
black combination such as black 
glass or formica 

Window Trim—Chromium 

Door—Turquoise Blue or lac- 
quered 

Hardware—Chromium 

D. Shop in City. 

Exterior Walls—Black paint 

Window Trim—White 

Door—Red 

Hardware—Chromium 


plectric®! dealers and aistriutor® {0- 
their store exterior® pays ds 
. . 
3 in gaded store grafic Next month: M WY 
Home Furnishing Me 
modernizin€ the ore ior 
\ 
An example of electri¢ shoP moving 


ALL 


or “recession”: it 


“slump”, 


“depression” 


makes no 
difference All spell the same 


thing. Each means that “business is 
off”, and that 


will continue unless something 


losses may and probably 
is done 

They 
decline, 
shrink or disappear, 
redder still and 
» explain or to change 


about it and done 


that 


promptly 


sales volume will 


mean 
that profits will 
that red ink will 


become 


grow 
harder 1 
over into black 


This is the “blind alley” in which 
many appliance distributors believe 
they find themselves today. Sut it 
isn’t an alley, and it isn’t blind, and 


there is a out, if these dis- 
tributors will accept facts as a basis 


Way 


for action and have the courage to 
stand up and fight it through to a 
finish. 

The Federal Reserve bank, at this 


writing, puts business at 88 as com 
pared with 110 a year ago. While 
this is 20° below the level for this 


time last vear. it is less 
than 20% below the 
Difficult as the 


it certainly is not a 


something 
normal of 100%. 


present level may be, 


reason for dis- 
failure to take the 
industry 
Remember, too, that 


ini- 


ommerce 


couragement o1 
tiative in and c 
there has been no 


recession in human wants and needs. 


People must still eat; must be 


Temporarily, 


they 
clothed and sheltered 
luxuries mav be t aside to some ex- 


tent, but the 


basic needs remain. 
And today, as always, the American 
public is quick t react fav wrably to 
iny return of confidence that assures 
its ability to pay in the future for 
current oO ents or purchases 
No matte ou look at it, if busi 
ness sing the blues, because business 
is off, let's find a way to change the 
tune There may be other w avs, but 


suggestions. 


Back in the old swimming-hole days, 
the new kid was tossed into the water 
and he had to sink or swim his way 
out. The appliance distributor now- 
adays may not face so drastic a choice, 
but he must make a decision that may 
vitally affect his business for years to 
come. When business is off anything 
approaching 20%, the distributor has 
the alternative of reducing expense in 
proportion to his decreased sales or 
finding some way to increase his sales. 

\n easy way, of course, but not nec- 
essarily a wise one, is to “cut all along 
the line”, slowing down the business, 
holding expenses to a level where the 
decreased sales volume may still yield 


NESS 


By 


H. D. LAIDLEY 


General Sales Manager, Appliance Division. 
Brunswick-Balke-Collender Co. 


Needless to say, a decision to take 


this course requires an admirable de- 


gree of business courage. But it is 
the highway to volume sales and 
profits. It is actually being done 


every day! 


Two Ways to Increase Sales 


1. Work harder to sell your present 
products. This means that everybody 
from president to office boy must speed 
up his work and do it more effectively, 
to increase incoming orders. You 
must take advantage of the fact that 
the other fellow accepts the depres- 
sion and gives up. His weakness be- 


Opportunity in New Lines. . . 
A Distributor’s Budget For 
New High Unit Appliances 


a small profit or permit the distributor 
to break even. But such 
may mean the loss of live prospects, 
and valuable salesmen, and 
business prestige. It may mean falling 
so far behind that leadership in his 
own territory may not be regained by 
the distributor, especially when a more 
ourageous competitor makes the most 
of the opportunity to forge ahead. 


a decision 


trained 


} 


The harder way, but the one with 


promise of rich reward even under 
existing conditions, is to find some 
way to increase sales, to pull ahead 


of competitors despite everything. 


comes your opportunity. Be smart 
enough to make the most of it. Apply 


Find new markets 
for the products you now sell. Find 
the bottle neck in your sales organ- 
ization. Take inventory of your own 
management, of your own ideas. 

If you sell appliances, your com- 
petition comes from other appliance 
distributors, all other capital goods, 
and consumer goods. Your share of 
the consumer’s dollar varies largely in 
direct proportion to the effort you ex- 
pend to get it. But why not get a 
larger share of that dollar? 


new sales methods. 


MAY, 


If you are one of twenty distribu 
tors or dealers in the appliance field 
your business may therefore represent 
5% of the total in the community 
which you serve. If the appliance 
business as a whole has decreased 
20%, there is, nevertheless, 80% stil! 
to be done. If your own business 
off 20%, there is a consumer market 
equal to 76% of the “prosperity sales” 
of a year ago, none of which you are 
now getting. It follows that in pro- 
portion to your ability to see the op- 
portunity in this volume market 
(twenty times your own present busi- 
ness), you will find ways and means 
to make up your losses. 

2. Find new products to sell. Prod- 
ucts appear, sell actively, and dic 
Their acceptance may wane; others 
replace them; obsolescence plays a 
part. Saturation of the specific mar- 
ket may develop a need for new chan- 
nels of distribution. This is progress 
The field of merchandising is ever- 
changing; progressive distributors will 
convert these developments into some 
advantage. 

Find something which will add to 
your present business and not take 
anything away from it. If you are 
fortunate enough to find a_ product 
which is not competitive, this is in 
your favor. If you can find a new 
market for a new product, your pros- 
pects are even better. New products 
are scarce and yet they continually 
appear in the market. Whatever your 
field of distribution may be, whatever 
‘ine you handle, check it against ‘!e¢ 
lines you handled three years ago and 
you will be surprised to find how 
many products you are selling rw 
that were not then on the market. 

This requires aggressive read 1 
and study in your field, continu u 
contact with manufacturers, conta ‘ts 
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iti all people in your industry—to 
arn of new things introduced and 
slanned. Maintain an open mind on 
new products submitted by manufac- 
If you can find one which has 
heen proved but not previously dis- 
tributed in your area, you will have 
the advantage of knowing it has been 
tested and accepted in a_ buying 
iarket. 

The selection of a new product 
should be governed by certain funda- 
nental requirements. Among others, 
those most desirable are as follows: 


turers. 


1. A product which has an easily 
iccessible market. 

2. One with the least competition. 

3. A product of high quality which 
has proved itself. 

4. A larger than average unit of 
sale. 

5. One which can be sold on a com- 
yission basis, therefore, 

6. One which will enable the sales- 
man to make a living. 

7. One which pays the distributor 
. larger than average gross profit in 
relation to the average sales price. 

8. One which requires a minimum 
nvestment on the part of the distrib- 
utor, in inventories, parts, etc. 

9. One which has a large selected 
market. 

10. A’ product which renders a 
genuine service to the user. 

Usually the product with a larger 
than average unit of sale and a larger 
gross profit ratio does have a selected, 
concentrated and easily accessible mar- 
ket. With any given profit ratio, 
where the sales price is less than 
iverage, then the market must be 
greater. This lower priced product 
must be one in “demand”, one which is 
“bought” to a greater extent than it 
is “sold”. If it must be “sold”, than 
the dealer and distributor sales cost 
is greater and the gross profit rates 
should be larger. If “bought” it is 
because the product is in demand, or 
one for which a demand has been 
created; the expense then is less, and 
he gross profit rates may be lower. 

\ product with a larger unit of sale 
ind a larger ratio of gross profit, one 
which is “sold”, is more to be desired 
than one for which there is a greater 
demand and which is “bought”. The 
demand article will be more susceptible 
to the effects of a “recession” because 
there is no direct influence upon the 
purchaser through contact with the 
salesman of the distributor or the 
dealer, 

Correct judgment of these factors 
are perhaps the reward of experience, 
knowledge of merchandising, and the 
creative thinking of the executive, 
coupled with simple mathematics. 


What factors are to decide the ex- 
tent of activity which is a distributor 
can afford to plan for the sale of a 
new product? If the product is one 
which has only a small market and low 
price and consequently a small volume 
in relation to the total business done 
by the distributor, then it should prob- 
ably be best handled by his present 
sales organization. It will then be- 
come just one of many things sold. 
This may have the effect of detracting 
from products already sold. Instead 
of building volume, it might have the 
effect of reducing the sales effort so 
much needed on other products. 


How Large a Sales Activity 


It would seem, therefore, that any 
new product shou!d be one which has 
promising volume adequate to justify 
a separate sales activity. The distrib- 
utor is already in business; he has 
rent, executive and office personnel, 
warehouse, stores, and general organ- 
ization expense. So any new product 
might be considered a “plus” business, 
and any effort to sell it should be di- 
rected in accordance with that think- 
ing. Especially is this true if it does 
not detract from any other product, or 
from any activity now a part of the 
business. 

Let’s take an example: Assume that 
you have been able to find a product 
that sells for $320 each (list), and 
that you are now located in any city 
in the United States which may be 
considered a major distribution center. 
There are probably 80 to 100 such 
cities. Or if you are located in a 
small community, any plan which you 
may set up may be proportioned to 
suit the market or the sales objective. 
If a separate selling activity is justi- 
fied by reason the volume you expect 
to attain, then a separate department 
must be organized. This is largely a 
problem of mathematics. 

Without attempting to formulate an 
exact operating or sales program but 
merely to start thinking in a given 
direction—in setting up such a depart- 
ment, assume that a volume of ap- 
proximately 2,000 units is possible, 
divided equally between wholesale and 
retail. The case is that of a dis- 
tributor which sells at wholesale in 
the country area and at retail in the 
city, through a group of commission 
salesmen. Assume an average of 
$320.00 per unit—a total volume of 
sales of $520,000. 

Set down the population of the 
distribution center and of each of 
the counties and cities to be served. 

(Please turn to page 60) 


*This budget is set up in units of 1000 for both wholesale and retail operations 
but can easily be divided into smaller units down to 100. The items are vari- 
able in that degree because expense is calculated on number of transactions. 


It will be found that the expense of a manager is justified where the sales quota 


sets up a specialty operator by a separate department. 


If a quota of 500 is 


the basis for planning, the distributor, wholesaler, traveling salesman will also 


necessarily handle other products. 


In this manner, part of the cost of the 


“Dealer Specialist’ (item 16 and 17) will be eliminated. The retail (Direct 
Selling) operation must be under the direction of an experienced manager who 


has nothing else to do. 
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BUDGET of DISTRIBUTOR'S 


PROFIT and LOSS 


(Based on Zone Prices and Sales to Dealers L.C.L) 


EXPENSES PRO-RATED AS BETWEEN WHOLESALE AND 
RETAIL OPERATIONS 


"W"—Wholesale . . . "R'—Retail 


SALES AND GROSS 
PROFIT 

LIST SALES 

(Avg. $320.00 R.).. 

(Avg. $318.70 W.)..... 

Less Discount to Dealer 

(Avg. $116.00) ........ 

NET SALES 

(Avg. $202.70) ........ 

LESS COST OF SALE 

Cost of Product ($155.70) 

Freight .(carload)...... 

Total Cost of Sales..... 

GROSS PROFIT 

(% to Net Sales)...... 

SALES SUPERVISION 

V4 of Mgr. Salary 

Rotel) ... 

50% of Mgr. Travel 

(Exp. A/C 50% Retail) 

Mgr. Over-Writes 

($4.00 W.) ($7,00 R.).. 

Asst. Mgr. (Trainer) 

(Yo W.) (% R.)....... 

1 Steno (Whise.) 

Retail) 

Vy of 4 Sales Specialist's 
Drawing A/C (Travel- 
ing Men) 

Retail Supvr's Salary ... 
Retail Supvr's Over- 

Writes ($7.00) .. 
Selling Cost Contin- 

Sales Specialist Over - 
Writes ($9.00) 

Total Sales Supervision 


VARIABLE EXPENSES 
Insurance . 
Rent (Offices Only) ... 
Postage 
Telephone & Telegraph. . 
Light, Heat & Power.... 
Inventory Adjustments . 
Taxes (Inc. 4% Payroll) 
Contingencies 
($1 per Unit, W.) 
($2 per Unit, R.).... 
Advtg. & Direct Mail 
Sales Promotion (Inc. 
Salesmen's Portfolio) . 
Sales Conferences...... 
Contest Prizes ...... 
Service (Whlse.) 
Service Reserve Retail 
Provision for Loss on Re- 
possessions and Bad 
Allowances ........ 
Consignments (Trials)... 
Warehouse ....... 
Delivery Expense... 
Total Variables 


SALESMEN 


TOTAL EXPENSE 

Less $1.50 per Unit Gain 
in actual frgt. Cost 
in Zone | as compared 
to above frtg. charge, 
Maximum Rate in 


TOTAL NET EXPENSE . 


NET PROFIT.......... 


WHLSE. % OF RETAIL % OF TOTAL % OF 
1000* NET 1000* NET 2000 NET 
UNITS SALES UNITS SALES UNITS SALES 

$318,700 $320,000 $638,700 
202,700 320,000 522,700 
155,700 155,700 311,400 
4,220 4,220 8,440 
159,920 159,920 319,840 
50.0% 38.80%, 
1,050 5 3,150 98 4,200 80 
1,000 49 1,000 31 2,000 38 
4,000 2.0 7,000 2.10 11,000 2.10 
600 29 1,800 53 2,400 45 
1,200 59 1,200 38 2,400 45 
2,400 1.18 2,400 45 
5,000 1.56 5,000 95 
7,000 2.10 7,000 1.33 
5,000 1.56 5,000 95 
9,000 4.44 9,000 1.72 
19,250 9.49 31,150 9.73 50,400 9.64 
500 .24 1,000 31 1,500 .28 
500 1,000 31 1,500 .28 
500 24 1,000 31 1,500 .28 
300 14 1,200 38 1,500 .28 
500 1,000 31 1,500 .28 
200 A 300 09 500 09 
1,000 49 1,000 31 2,000 38 
1,500 74 4,200 1.31 5,700 1.09 
1,000 49 2,000 62 3,000 57 
1,000 49 15,000 4.68 16,000 3.06 
2,027 1.0 2,000 62 4,027 77 
709 34 1,000 31 1,709 32 
1,520 75 2,500 78 4,020 77 
2,027 1.0 2,027 
8,000 2.5 8,000 1.53 
2,027 1.0 8,000 1.56 7,027 = ‘1.33 
608 29 900 25 1,508 .28 
608 29 1,800 53 2,408 45 
1,500 74 1,500 46 3,000 57 
5,000 1.56 5,000 95 
12,026 8.89 55,400 17.3 73,426 14.0 
48,000 15.0 48,000 9.18 
37,276 18.3 134,550 42.0 171,826 32.8 
1,500 74 1,500 46 3,000 57 
35,776 17.6 133,050 41.5 168,826 32.29 
7,004 3.4 27,030 8.4 *34.034 65 


*Corporation Executive. Accounting and General overhead not provided in 


Budgetary Expense above. 
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The Treasure Hunt had a tremendous 
drawing appeal as evidenced by the 
throngs that came in to see the latest 
in appliances. 


FRANK B. 
WILSON, JR. 


N DECATUR, Alabama, an elec 
trical treasure hunt held so much 
interest that for three days the 

public crowded the office of the Ala- 
bama Power Company to view the 
displays of the five co-operating elec- 
trical dealers and the utility. The 
show was sponsored jointly by the 
five dealers and the Alabama Power 
Company. Long a pioneer in the 
field of dealer co-operation, the util- 
ity felt that the time was ripe for a 


great mass co-operative showing of 
electrical appliances. The dealers, 
Hunter Furniture Company, Sterchi 
Bros. Stores, Inc., Thomas Furni- 


ture Company, United Furniture 
Company, and John D. Wyker & 
Son, enthusiastically endorsed the 
lea. The plan was as follows: 

rhe idea of an “Electrical Treasure 
Hunt” was hit upon as an ideal frame 
around which the show was built. It 
was employed for two very good 
reasons: to create public interest and 
to make sure that each person attend- 
ns 


g visited each display. Registration 
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cards were printed so that they con- 
tained six perforated sections each 
bearing a number corresponding to 
a numbered box, placed in front of 
each display. On the bottom stub, 
space was allowed for prospects to 
check appliances in which they were 
interested. Every person attending 
had to sign his name on each of the 
stubs and deposit them in the appro- 
priate box. 

Interest was aroused by two full 
page newspaper ads run on different 
days early in the week of the show. 
These ads, which were made up of 
an announcement of the “Hunt” and 
product ads by the participating deal- 


Typical dealer dis- 

plays during the 

Electrical Treasure 
Hunt. 


ers, created so much interest that 
dealers were besieged with inquiries. 
During the three days of the show 
radio spots were used to instruct the 
public on how they could participate. 
The week of the promotion, all par- 
ticipants had special electrical appli- 
ance displays in their windows and 
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So crowded that many had to use the 
show windows on which they filled out 
Treasure Hunt cards. 


THOMAS FURNITURE CO. 


but we 
each displayed a placard calling atte those } 
tion to the Electrical Treasure Hunt The 
Each dealer was responsible for tlic advert; 
arrangement of his display and was ome § 
allowed to have a_ representati\¢ 
there to point out the features of }'s ond d 
appliances to the visitors. Pric:s 
were not shown on the merchandi-e 
LECTR 
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Promotion Creates 


Decatur, Ala, Utility and Five Dealers 


Stage a Treasure Hunt for New Business 


By Frank B. Wilson, Jr. 


Dealer Cooperation Representative, 
Alabama Power Co. 


INSTANTLY 
Y FULL— 


Dee 


The refreshment problem was easily 
solved with a portable electric coffee bar 
which helped to sell coffee-makers. 


coffee bar from which hot coffee and 
wafers were served. Great interest 
was shown in the new type coffee- 
makers and many prospects for them 
were obtained. The second after- 
noon the crowd was so great that 
the show was opened an hour ahead 
of time. Saturday, the final day, 
saw the Treasure Hunt literally over- 
run, Numerous times the crowd was 
so great that people had to use the 
show windows outside on which to 
sign and fill in the stubs. 

Everyone participating, dealers, 
Scene of the Elec- salesmen and utility, were highly 
trical Treasure Hunt night. Fifteen minutes after the pleased with the show. Total regis- 
—the office of the opening the first afternoon it was tration for the Hunt was almost 1600 
Alabama Power Co. evident that the curiosity and inter- and since this number represented 
—— of the public had been greatly approximately 60 per cent. of all the 
of the office during roused; between 200 to 300 regis- wired homes in the city it was felt 
the Treasure Hunt. tered before closing time. The prob- that almost every family had been 

lem of refreshments was satisfactor- reached. Prospects for over 600 
ily solved by the use of a portable major appliances were obtained and 
turned over to each participant on 
duplicate lists made from the sixth 


young Miss deposits mother's stub in Box 2... While dealer's salesman points out to the mother the features of the latest model. 


stub. Each dealer had the oppor- 
tunity to personally contact each one 
of the hundreds who attended. An 
even closer bond was established be- 
tween the participating dealers and 
the utility, and a spirit of greater 
understanding was promoted between 
the various dealers. All in all, in- 
creased public interest in electrical 


but were given by the salesmen to 
those inquiring. 


ot The Electrical Treasure Hunt was appliances, definite prospects to work 
Coe advertised to run each afternoon on as the big selling season begins, 
sve irom two until five o'clock and from better feeling among all engaged in 
; seven ’til nine the evening of the sec- selling’ appliances, these were the 


ond day. The night showing was 


on benefits reaped from “An Electrical 


Treasure Hunt.” 
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MONARCH PRESENTS ANOTHER 
EXCLUSIVE SELLING FEATURE... 


onarch HEAT Saucepan 


Sauce Pan, will help you sell ranges. i's a time-and-money-saving 
method of electrical cooking, designed to answer the housewife's 
demand.for economy, convenience, and uniform heat. 

This 2%%-Quart Electrical Sauce Pan Unit snugly replaces a standard 
surface unit, applying heat to both sides and bottom, cooking fast and 
economically. Housewives are quick to see the advantages of this 
built-in’) double-heat unit that is imbedded in the top surface to 
keep the streamlined beauty of the MONARCH design. 

It's an all-purpose utensil, perfect for every surface cooking opera- 
tion—steaming, boiling, baking, deep-fat frying, waterless cooking, for re- 
heating pre-cooked and canned foods and all regular sauce pan uses. 

It's one more of the exclusive MONARCH features that sell ranges, build 
profits for you and produce satisfied customers. Cash-in on this exclusive 
MONARCH feature. Write today for literature, photographs and prices. ° 


 @ This new, sure-fire MONARCH electric range feature, the Deep- Heat 


NO STAIN, NO SCRUB with MON.- 
ARCH’S deep-heat saucepan. House- 
wives approve this 2'2-qt. porcelain 
enamel utensil that protects both pan 
and food from discoloration. 


DEEP-HEAT SAUCEPAN 
is interchangeable with stand- 
ard surface unit. Consists of 24% 
qt. porcelain enamel sauce- 
pan inset fitted into stainless 


steel insulated well. It’s sim- 
ple to remove, easy to clean, 
quick to use. Optional equip- 
ment on every MONARCH 
RANGE model—new or old. 


A PYREX GLASS fitted cov- 
er is standard equipment with 
MONARCH Saucepan. Af- 
fords visible cooking plus the 


most sanitary of all covers. 


A BUTTER-BOIL VEGETABLES 
Steams, bakes, boils, fries or butter- 
boils your favorite vegetables 
quickly and without loss of flavor. 


STEAM POTATOES in 15 

minutes! This saucepan’s insu- 
lated, stainless steel cooking 
well conserves and holds heat 
| in the cooking area. 


A FRYING made easy with MON- 
ARCH’S deep-heat saucepan. A 
separate element on the bottom of 
pan concentrates heat, requiring 
shorter cooking time. Also very 
satisfactory for deep fat frying. 


 PRE-COOKED OR CANNED 
FOODS are made more delicious 
with MONARCH’S electrical 
saucepan. This double-heat meth- 
od saves time and flavor. 


@ STANDARD EQUIP- 


MENT ON MONARCH = ae, | 
RANGES FCS57L and FC- 
47L, the new deep-heat 
saucepan with Pyrex cover 

is optional on every MON- 
ARCH model —new or 
old. Above models equip- 


ped with 17” oven, elec- 
ic -clock, - 

tri timer-clock, oven tem. | MALLEABLE IRON RANGE COMPANY 

top units, optional. FC57L 


has 10-qt. Roaster; FC47L —— 15 North Lake Street, Beaver Dam, Wisconsin 
has 6-qt. Cooker. \ ; 
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An emotionally negative attitude 


will do more to spoil a good sales 


story than any other one thing— 


and there are a lot of negatives 


floating around these days... 


By Gerald E. Stedman 


E need less hooey and much 
more Coue in our sales work 
right now. With headlines 
whimpering negatives, it is hard for 
our sales behavior to be positive but 
we've somehow got to feel that 
“things are getting better” or we 
won't have the dominant urge to beat 
hell out of the front door. 
As a kid, I chased balls around the 
old Bennet Park of the Detroit Tiger 
diamond, and one day heard Hughie 


Jennings talking about attitude in 
stepping to the plate to knock a 
home run. Said he, “you’ve got to 


feel you can do it no matter how 
skillful you are in handling a bat.” 
Now, in the weekly course of mail 
comes a letter from Arch Crawford 
of Pennsylvania, Babe Ruth of appli- 
ance selling, who says that success 
depends upon “getting the feel of 
scoring.” It isn’t facts alone, and 
they are essential, it is that Coue 
twang that makes you know you can 
do it, that makes you glory in the 
fastest breaking curve, that lets vou 
laugh the pitcher down. That is the 
sales behaviorism needed now. You 
can charm yourself into knocking a 
home run. Try it and see. 

What are the essentials to gain this 
feel of scoring? Certain personal 
characteristics, a rightness of sales 
conduct, a daily work plan, essential 
selling tools, strategy in handling 
people and some orderly method of 
self improvement. Those seem to be 
the crystalized six essentials. Rather 
than to spatter all over the map in 
the quest for a pattern of behavior- 
ism, they can be used as the skeleton 
upon which a gradual approach each 
month to better sales performance can 
be achieved. This is the way to 
smash a Texas Leaguer, the next time 
to bat a triple, and with luck, (sub- 
ject perhaps, I should write about) 
hit a home run in these selling days 
when it seems that we all have two 
strikes and three balls against us. 
lt is belief that will steady our 
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nerves the emotional require- 
ment necessary to knock hell out 
of the front door. We've got to have 
that belief to perform! 

Let’s consider the characteristics 
and conduct necessary to proper and 
successful sales behavior fronting 
the prospect . . . . remembering that 
it isn’t alone what you say but how 
you can say it; the latter depending 
upon your mental feeling. 

Sam Pettibone writes me that he 
lost plenty sales last month because 
of emotional negatives sown in his 
sales spirit by a cock-eyed sales 
manager who had lost twenty dollars 
in the stock market and felt the 
world had collapsed. An over-devel- 
oped picture of black market condi- 
tions was painted by him at a staff 
meeting which scared the daylights 
out of Sam to where he belived it 
suicide to attempt dotted lines. His 
performance tumbled. Then, ten days 
later, just when he was thinking of 
monoxide gas, his wife got a phone 
call from a prospect. Screwing up 
his courage, he went out and closed 
her. She talked so buoyantly that 
he began to believe in himself again, 
and he has been going to town for 
the past two months. Why? The 
sales manager made him feel neg- 
ative. The prospect made him feel 
positive. Spend more time, these 
days, telling the “old, old story” (in 
a new way) to prospects, and dodge 
the duke who makes you down in 
the mouth, 


AM further writes that he know 

there is a larger load on the shoul- 
ders of retail men than heretofore; 
with manufacturers, distributors and 
dealers cutting (should I say gut- 
lessly?) their promotional budgets 
but he’d determined from his personal 
experience to avoid the stop signs 
when the flash seemed green fields to 
him, though appearing in fact a red 
tendency to halt for everyone else. 
He isn’t color blind. There are 


1938 


people to serve and he’s keeping his 
spirit up. 


He has organized himself with 
more sales evidence to tell a more 
convincing story. He has no fear, 


keeps thinking of growing things in 
the sales field, avoids too much talk 
time used to tell the 
story to the greatest number of pros- 
pects, changes some illustration or 
drama of his sales presentation to 
make it interesting to tell each week, 
sells to the prospect and not against 
competition, He spruces up more, 
lately, with better grooming (in fact 


so. his can be 


he interpolates that salesman’s 
drive depends upon how smart he 
knows he looks), wastes less time 


talking to someone not interested than 
before, analyzes himself to quit bad 
mannerisms, such as picking his nose. 
He feels tops in characteristics and 
conduct, and no manager can 
tell him things are tough. He feels 
too good to believe it. And his old 
town crier is ringing him sales suc- 
cess. Hell, why not be bright with 
positives rather than dull with neg- 
atives? Spirit wins. We are emo- 
tionally responsive. Some manufac- 
turers’ sales departments should be 
kicked in the middle of the public 
square! We've got to feel good 
when we go to the plate. 


sales 


DAILY work plan hinges likewise 
upon the emotional. You can lay 
out a program of prospects, presenta- 
tions, demonstrations and call backs 
with splendid sales engineering 
genius and the first guy you meet 
whimpers tragedy the baby 
hasn't new shoes, someone stepped 
on a tack, there was a lay-off; or 
maybe your wife burned the toast, 
unreasonably demands that you do 
better. You feel the breaks against 
you and the daily work plan vanishes 
in thin air... . not because it wasn’t 
sound, but because you let objective 
influences wound your spirit. You 
can’t step up to the plate that way. 
Jim Downing of Carolina (North) 
writes that he was on the track of a 
sure close when he met his banker 
who asked whether he was going to 
clean up the mortgage on his home 
which fell due the next week, said 
that some payment would be ex- 
pected. The emotional bombardment, 
against Jim’s worries about it, un- 
nerved him. He went into a tail- 
spin on the interview that lost the 
closing of a sale that would have 
helped the banker collect. Again 
emotionalism .... and Jim has the 
best pattern for a daily work plan I 


have seen. Feelings were injured. 
A job wasn’t done. Everyone suf- 
fered. 


Let’s get to the essential of selling 
tools. <A sales ditch needs a shovel. 


When you hit rock or resistant sales 
pavement, you need a more powerful 
air compressor drill. And that may 
be the case today. You know how to 
run it but the proper tool isn’t pro- 
vided, That hurt your sales spirit. 
You ask yourself, “How can I work 
properly when the right tool isn’t 
provided? That disappoints, so you 


like a player without a bat. Or may- 
be they give you a walking stick to 
knock a home run. Well, the be- 
havioristic answer is, as I see it, 
that you must personally fashion what 
else it takes and go out and deliver. 
I know that whatever is lacking is 
up to you. 

Pete Wharley of Wisconsin got 
caught in that sort of jam, but solved 
it by augmenting deficient literature 
with his own sort of stuff and be- 
cause he believed in it got that im- 
pelling force to go out and sell. It 
turned out to be a compressor drill 
in sales making, though he didn’t use 
air. Prospects react emotionally just 
as do we. They want to see re- 
flected, the virtues of belief, confi- 
dence, sincerity, upon our part while 
we attempt to give them a better an- 
swer to some basic need of their 
lives. They want to know that they 
are going to gain, not we. They 
desire to feel that they made the buy- 
ing decision, rather than being im- 
posed upon. They want a chance to 
explain their viewpoints rather than 
to listen to our harangue. They want 
to select for themselves rather than 
to feel that they have been sold by us. 
So there is a strategy in handling 
people in the same manner that you 


would enjoy having your sales 
manager treat you. Call it the golden 
rule. It is the soundest of sales logic. 


It is the way to go to bat knowing 
that you will hear the crack of a hit 
on the hickory stick that will send 
you around the bases with a better 
batting average. 

When the ball game is through and 
the people are walking out of the 
park, you are taking a shower after 
a good sales sweat, and it is well to 
analyze yourself. What made me 


fan? I can’t always expect a base 
on sales balls! Why did I let that 
prospect pitcher fan me? Should 


have kept my foot on second base 
with that wrong sales pass. Got to 
get going tomorrow with the batting 
average down. 

No matter how skilled in selling 
you are, from the standpoint of de- 
livery, watch your emotions . . . be- 
havior is controlled by them, no 
matter how much you know. It 
takes more than intelligence to make 
a sale. It requires atmosphere and 
that depends on what you think of 
yourself. 
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Hotpoint Advertising Drives 
Home Dynamic Sales 
Features of the 
Hotpoint Refrigerator 


The greatest advertising campaign in 
Hotpoint history is carrying the compel- 
ling story of the new 1938 Hotpoint 
Refrigerator directly into the homes of 
your prospects. In 12 national magazines 
and many key city newspapers throughout 
the country —in powerful publications 
such as The American Weekly—Hotpoint 
is answering the questions of this year’s 
refrigerator buyers, telling them the dra- 
matic story of 20% Faster Freezing at 
Lower Cost, with Hotpoint’s sensational 
new Circulaire Cooling; Hotpoint’s Stain- 
less Steel Speed Freezer, Five Zones of 
Cold, Adaptable Interior, Pop-Ice Trays, 
Quiet, Vacuum-Sealed and Oil Cooled 
Thriftmaster and many other features. 

Think of what a persuasive “advance 
agent”’ this advertising is in the homes of 
your customers. Tie-in with it all along the 
line. Use it as a sales manual for your sales- 


men. Be prepared to answer the intelli- 


NEWSPAPER ADVERTISING —In many key 
cittes, Hotpoint newspaper advertising is telling 
the Hotpoint story right to your own customers 
. Each edvertisement booms a 
pow erful Hotpoint feature. 


and prospects 


3 COMPLETE LINES — Standard, Deluxe and 
Imperial models, in a choice of sizes for all needs, 


and at prices to fit every purse. Unquestionably 
—America’s finest refrigerator. 


gent, experienced inquiries of buyers in 
this year’s rich replacement market. Share 
with other forward-looking dealers in the 
rewards it is bound to bring to alert mer- 
chandisers. Act today. See your nearest 
Hotpoint distributor. 

Edison General Electric Appliance Co., Inc. 

5620 West Taylor Street, Chicago, Illinois 


SALES HELPS—A selected assortment nf sales- 
tested literature is now ready to go to work for you 
‘oa sales drive. These folders and displays are avail- 
able i> various sizes end assortments. Save time 


and money by ordering them By the “peckaga.” 


FASTER 
FREEZING 


PAY FOR A 
BIG NEW 
HOTPOINT 
OUT OF SAVINGS 


CHEAPER TO RUN 
THAN YOUR OLD 
REFRIGERATOR 


QUIET AS A 
SLEEPING 
BABY’S SIGH 


EASY 
WEEKLY 
PAYMENTS 


ELECTRIC REFRIGERATORS 


ELECTRIC RANGES 
WATER HEATERS « DISHWASHER-SIMKS 
WASHERS and |RONERS 
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You Get the portant 


in the Hotpoint Refrigeration 
PLUS FASTER FREEZING! 
GREATER Ecowomy/ 
PLUS GREATER CONVENIENCE! 


ho : These HoTPOINT Electric S 


ELECTRIC REFRIGERATOR 
RA HEA 


NCES TERS 
DISHWASHER. sinks WASHERS anp IRONERS 


Powerful @dvertisements @PPear in May ang June 
SATURDAy EVENING POsrT, COLLIER’s, LADIES: HOME JOURNAL, 
Total Circulation (including American Ww 


PAGE 13 
Y, 1938 

AL MERCHANDISING—MA 

ELECTRIC 


Fs 
| 
~ 
» 
J “| A an 
bw” 
Cooking sores tive sir ome 
Sollars every a 
These content SEM ENT 
for your new HH THE 
£ Ask your Hotpom — : 
| Motpomt's Select from KL 
| ! MAY 22 | 
wired of 
| 4 a MUSE in your” 
lA NEW ELECTRIC SINK OFFERS SAVE MONEY ON LAUNDRY 
AN WASHER, Perfect Hot Water Ser 
| 
WEEK 4 
id 
| 


CURTAIN RAISER BANQUET launched Kansas City Power & Light Company's gigantic 1938 electric range campaign 


000 RANGES 


5 years to pay ...5 years’ service free... 
$5 bonus for every range sold... Free in- 
stallation ... premium with every range 
and the biggest advertising campaign in 


Kansas City history set to put drive over. 


O POW) REI and wel! organ electric rat sales 1938 Mie 
ized is the range promotion an bers of the “30 club” will receive a 
nounced for 1938 by Kansas City pin 
Power & Light Company in its terri 3. Those who se'l 73 ranges during 
tory, that it has the electrical and 1938 may take wife, mother or sister 
ippliance industries talking. on the Mexico City trip. Members 
Ranges for $2.50 down with five of the “75 club” will receive a dia- 
years to pay. Payments collected with mond pin 
light bill Free service for five \dvertising will be based largely on 
years ree installation Free set of testimonials by local electric range 


utensils worth $22.50 with each range. users. Photostatic copies of consum- 


Light rate in Kansas City reduced ers’ light bills wil! be reproduced. 

$1,000,000 a year beginning in May. With each published light bill. will 

Tremendous range advertising featur- be a testimonial from the woman who 


local testimonia!s 


ing paid it, telling her own story of elec 

“*Kansas Citians will buy 5,000 tric cookery Wherever possible, a 
ranges in 1938. Will you get your list of co-operating dealers wi!l be in- 
share ? Eve ry appliance dealer in the cluded in the advertis ng. 


territory received the challenge and Some idea of the tremendous amount 


offer of assistance from Kansas City of advertising with which Kansas City 


Power & Light Co.,” so states Russell Power & Light is backing the cam- 
Seymour, advertising and sales promo-  paign, is included in the folowing 
mm manage of the con pany. schedule : 
Prizes and bonuses to be paid to 1. 13,200 column inches in the news 


dealers who quality or their sates papers of Kansas City, Missouri 


1. A $5 bonus will be paid through 


the Electric Association for every 

qualified range sale made in 1938. An KANSAS CITY HOSPITALITY was offered 
extra bonus of $2 if the range is to Maxine of the General Electric Hour of 
sold for cash or financed for a short Charm orchestra by Joe Porter Jr., vice- 
ter president of Kansas City Power & Light 

2. A free 14-day trip to Mexico during the orchestra's visit there. 

City to all who make 50 bonafide 
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2. Radio. Happy Kitchen program 
tive days a week over station KMB¢ 
featuring interviews with local range 
users. Spot announcements over sta- 
tions WDAF and KMBC throughout 
the day. 

3. Billboards, 220 of them in Kan- 
Three-fourths of these wilt 
advertise specific makes of ranges. The 
ther 25 will il'ustrate Kansas City 
Range users telling their own story 
every day use of 


sas City 


in their electric 
co ikery 

4+. Dashers posted on the front of 
street cars will carry the message of 
11,000,000 cach month. 

5. Window displays will be pro- 
vided to qualified dealers. The dis 
plays feature free installation of elec- 
tric ranges, free set of utensils worth 
$22.4) with free service 
for five years. and down payments of 
as little as $2.50. 

Kansas Citv Power & Light Co. will 
do the following things for co-oper- 
ating qualified dealers: 


¢ ach range, 


1. Deliver and service all approved 


closed unit ranges for five 
cost to the dealer of $10. 
2. Dealers finance — paper 
through the First Bancredit Corpora 
tion may have monthly payments bille 
to customer with his electric 
bill. Maximum terms 60 
Carrying charge of one-half of on 


years ata 


who 


servic 


months 


per cent per month on the unpai 
balance at date of sale. Minimu 
payment per month $1.50. Deal 


to guarantce payment on paper sis 


payments from date of discount afte 


which he will be released 


sponsibility. 


3. Ranges of 7 kw. or greater wil 


be installed without 


tomer or the dealer 


does not exceed $35 in the city limits 


or $26.50 outside the city limits. 


4. Kansas City Power & Light will 


pay $35 toward cost of wiring for in 
stallation of an electric 
a dealer’s store for demon 
stration purposes. 


range in 


3. Training 


(Please turn to page 63) 


from re- 


cost to the cus- 


where the cost 


kitchen or 


courses will be pro- 


UM CLE 
on Aveny 


os “dra 43 ri = 
—= 
t 
as 
é 2 : 
| 


(fp, 


. NOT TO MILLIONS OF HOUSE-.. 


WIVES WHO HAVE TANGLED WITH ~ 
VACUUM CLEANER CORDS FOR YEARS! |“ 


THE OLD 
“SIDEWINDER” 
WAY 


The problem of tossing, flinging and pitching the cord 
about —to keep it free of her feet and out of the way of 


the machine — has beset every woman who has ever used a 
vacuum cleaner. 


That is why, in CORDOMATIC—the Self-Reeling Handle 
—she can INSTANTLY see the solution to all her cord 


9 troubles. 

ora THE In brief, CORDOMATIC speaks a woman’s language . . it 
a CORDOMATIC gives her fingertip control of cord length at all times . . it 
oe WAY.. gives her all-room accessibility from one outlet . . it speeds 
on up her cleaning by ending cord distractions . . it automat- ¥ 
pa CORD REELED IN ically re-winds the cord after use! 
nul 
mal CORDOMATIC oad To the trade, CORDOMATIC brings the biggest vacuum 
ra . .- Automatically cleaner sales feature in years. It looks good. It is good! 
Liter OUT OF SIGHT... I li ff d 

xe OUT OF MIND”. ... = t means easier selling, more effective demonstrations. 

OUT OF THE WAY It obsoletes “hook -type handle” cleaners and gives 

wil rat ltt women a real reason for buying new ones. It affords a 


profitable solution to many trade-in problems. 


Any way you look at it, CORDOMATIC means more 
business for you! 


NOTICE TO THE TRADE: Complete CORDOMATIC Self-Reeling 
Handles or Units are available only to manufacturers for instal- 
lation as original equipment on quality vacuum cleaners. 
Whatever make of cleaner you may be selling, ask your manu- 
facturer about CORDOMATIC, Get the jump on competition! 
Remember, it’s a whale of a lot easier to sell with 
CORDOMATIC than to sell against it. 


*No. 2 of a series of advertisements 
to inform the trade about the most 
revolutionary vacuum cleaner sales 
Seature in a decade. 


UM CLEANER CORP. OF AMERICA 
on Avenue af Juniata Street, Philadelphia, Pa. 


te @ Maintains cor- 
safely stored imude the handle rect cord length at 
all times... auto- 
matically. 


@Accelerates 
cleaning—no cord 
distractions. 


@ Eliminates wear 
and tear on cord. 


REG. + PAT. OFF. 


The SELF-REELING HANDLE for Vacuum Cleaners 


Rugged—Fool- 
proof—Uncon- 
ditionally guar- 
anteed for 5 years! 
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MUST GOOD 


TO BE SO WIDELY IMITATED 


@A refrigerator must be good to be paid the high compliment 
of such widespread jmitation. General Electric originated the 
hermetically sealed cold- making mechanism and 5 Years 
Performance Protection Plan. The General Electric started 
“save wave” in America, and today’s models climax 
record of ever increasing values. 


Since General Electric introduced the now famous Monitor 


Mechanism, other manufacturers have adopted sealed refrig- 


erating units. But remember ... the General Electric is the 


only one that has had the benefit of 12 years’ manufactur- 
far beyond the experimental stage! 
fame... proved 


a new 
a smashing 12-year 


ing experience. It is 
The General Electric has proved its claim to 
it to refrigerato 


6070 TOWN 
MAINLINE 


The COMPLETE line of electrical 
home appliances.. every one proved 
by performance, tested by time! 


liance Div., Nela Park, Cleveland, Ohio. 


General Electric Refrigerators, Ranges, 
Water Heaters, Washers, lroners, “Packaged 


Electric Sink with Dishwasher and Disposall, 
“ Commercial Refrigeration Products 


AMERICA! 
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Mitzi, the dog, and the Zenith Radio 
entertain A. H. Zirke as he tries to 
read his newspapers. 


A. H. Zirke telling how he creates 
new models of vacuum cleaners in 
clay, to see how they will look. 


LITTLE JOURNEY 


To The Home Of 


N common with Darryl Zanuck, 
of the movies, Arthur H. Zirke, 
president of the P. A. Geier Com- 
pany, Cleveland, is the possessor of 
in amazing amount of energy. It’s 
zo, go, go with him all the time, 
with the result that not as many peo- 
ple get the chance to get acquainted 
Bs would like to. 

As a native Cleveland boy who was 
nly able to “get by” in school, Mr. 
Zirke has done rather well for him- 
eli. From grocery boy to shipping 
to bookkeeper was his first 
der of procedure. 

Then a girl friend’s brother died, 
and young Zirke was attending his 
funeral in Pittsburgh when a long 
fistance call offered him a bookkeep- 


mg job with P. A. Geier—and 
hanged his life history. Past ex- 
rience with National Screw and 


Sherwin-Williams was no great help 

making cleaners, so he plunged 
mght in. It was November, 1913. 
Meaners had long fish pole handles 
nd sold for $35. 

Up through the credit manager and 
kuditor jobs young Zirke went until 
bnally managership of the Canadian 
plant was tossed in his lap. To the 
irprise of the powers that be, that 
maple leaf factory went ahead faster 
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In which you meet a man 
who eats, sleeps and 
lives vacuum cleaners 


than Cleveland. Hence the recall 
to be vice-president in charge of sales 
in 1934. 

Probably the keynote of the Zirke 
technique has been the realization 
that discount does not sell anything. 
He saw it was the way it was pre- 
sented that caused merchandise to 
make an impression on the customer. 
From clay models he evolved new 
types of cleaners. From his wife’s 
playing cards he caught the idea of 
the red and black bag that marks 
the Royal. 

Some 25,000 electrical dealers were 
selling washers, refrigerators and 
other appliances. Their stores offered 
hunting grounds for prospects who 
might buy vacuum cleaners. Hence 
the Zirke idea of providing a rug 
to demonstrate on, a chair for the 
customer to sit in, and spotlight to 
focus attention on the demonstration 
—all done up in one ball of wax to 
make it easy for dealers to give that 
precious demonstration which Mr. 
Zirke realized was necessary. 

However, this is enough about 
Arthur H. Zirke and his business. 
Come down to Sutherland street in 
Cleveland’s Shaker Heights and see 
what he does and how he lives after 
the whistle blows. 


Shaker Heights, Cleve- 

land, is where the 

Zirkes live; a neighbor- 

hood of pets and chil- 
dren. 


4 


Betty Jane has a visit 

with Ida Wachter, the 

m aid—who, inciden- 

tally, does the laundry 

on an Easy washer and 
ironer. 


Here's how Daddy 
Zirke keeps down the 
waistline — slugging a 
little pill around in the 
modern playroom. 


Betty Jane shows how 
few ashes the Poco- 
hontas stoker in the 
basement produces. 


7 


At the Zirke home, 

Betty Jane can have 

friends in and make 

fudge with the aid of 
the Culinaire. 


Of course the Zirke 
home has a Royal 
cleaner and here is one 
trotted out for action. 


When the old back is 
tired, a vibrator does a 
lot to rest and relax 
one, Mr. Zirke has dis- 


covered. 
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World’s Most Famous Cooling Mechanism... Plus 
Selective Cooling Control and Draftless Ventilation 
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Amazing New Product Built and Backed by General Motors 
automatically regulates comfort ... cools, dehumidifies, 
cleans, circulates air ... provides year ‘round ventilation 
... now perfected in one self-contained unit. 


Scoring an immediate success, the New Frigidaire 
Portable Air Conditioner has every feature for com- 
plete, automatic summer air conditioning. It’s the 
smallest, simplest, large-capacity portable room 
conditioner ever built! Powered by the famous 
Meter- Miser, it gives finger-tip control of air direc- 
tion and selective cooling, has cooling ability equal 
to 1300 pounds of ice per day. Easy to install, with no 
plumbing or piping connections needed—giving cool, 
summer comfort, and clean, draftless ventilation the 
year round. And best of all, the mechanism carries 
a 5-Year Protection Plan backed by General Motors! 
GET GOING—“‘ON ALL 4 WHEELS” 

PRODUCT—“ Packaged” air conditioning in its most ap- 
pealing, most salable form. The new Frigidaire Portable 
Conditioner is a typical General Motors product—revo- 
lutionary design, mechanically dependable, startling in 
engineering ingenuity. 

PROSPECTS — Not only individuals (business executives, 
professional men, public officials and home owners) but 
quantity buyers (hotels, apartment houses, office build- 
ings, institutions, builders and real estate men). 

PROMOTIONS— Timely, aggressive retail plans—vigorous 
advertising to attract prospects and clinch sales—spot- 
lighted in The Saturday Evening Post, Time and others. 

PROFITS— Powerful selling features, exclusive to Delco- 

Frigidaire dealers. A practical reason for keeping on a full 

staff of salesmen. Get startedearly. Mailthe coupontoday. 


DELCO-FRIGIDAIRE 


3 CONDITIONING DIVISION, GENERAL MOTORS SALES CORPORATION, DAYTON, OHIO : 
‘AUTOMATIC COOLING, HEATING AND AIR CONDITIONING EQUIPMENT 
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COUPON TODAY 


n rus 


the new F  widaise Portab 


10 GREAT FEATURES 
That Mean MONEY to Dealers! 


1. Powered by the F amous Frigidaire 
Meter-Miser—for long life and low- 
cost operation. 5-Year Protection 
Plan. Exclusive! 


2. New Comfort Selector— Cooling 
is controlled through a finger-tip 
dial. No over-cooling. Exclusive! 
3. New Air Direction Selector —A 
twist of thedial sets the Air Grille 
to any desired air direction. Fz- 
clusive! 


4. Maximum Cooling Capacity— 
Equivalent to 1300 pounds of ice 
per day. 


5. Constant Ventilation—A quan- 
tity of room air is steadily dis- 
charged to the outside. . . provid- 
ing aconstant changeof air within 
the room. 


6. Filters Out Dust, Dirt and Pollen 
—Promotes healthful atmosphere. 
brings relief to many hay fever 
sufferers. 

7. Portability—This compact unit 
requires little space-can be moved 
into any room. The smallest, most 
compact conditioner of such ca- 
pacity and functions ever bui't 

8. Easy installation—No piping, »° 
plumbing needed. 

9. Complete 4-Way Summer Air Con- 
ditioning — Cools, Filters, Dehu- 
midifies, Circulates Air in offices. 
living rooms, bedrooms and other 
rooms. 

10. Year-'round Utility — Prov ces 
clean, filtered air both summer 
and winter for greater com! r 

and better health, 


/ 


5 
ing Division. Dept. 
yration, Dayton, Ohi 


1] the facts 
able Air Conditioner. 
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Texas Slant 
on 


LD man Semple, who taught 
QO your correspondent to swing 
a child size lariat, used to 
spread his blankets on top of a knoll 
when he had to remain away from 
the ranch house overnight. “It’s bet- 
ter than sleeping indoors,” he would 
growl. “Get the breeze!” 
It is astonishing, in the dryer plains 
regions of the United States, how 
the air cools off after sundown. 
No matter how burning the sun 
has been, night sees a fall in tem- 
perature of from 17 to 30 degrees. 
This, in brief, is what the attic fan 
capitalizes on. Launched most suc- 
cessfully in the southwest, its vogue 
is spreading eastward as the public 


discovers the fan delivers cooling 
breezes anywhere. 
With a fan running there is a 


breeze into the house that keeps the 
curtains standing out. With the air 
changed once every minute, the home 
immediately cools off, and there is 
no need for sitting on porches. 
Customers who fear that dirt will 


_ house 


What every fan installer fears—having 

the woman of the house present when 

chopping for grills begins. They see 

the muss, can't visualize the completed 

job. Either sell housewives to expect 

this, or get them off the premises in- 
stallation day. 


C. S. Becker, who travels Texas, notes 
that the swing in attic fan selling is to 
electrical dealers. 


be sucked into the house are sur- 
prised to discover that an attic fan 
does not perform like the wind, The 
wind, for instance, loses velocity 
once it is in the window, and drops 
its load of dust. The attic fan rides 
that dust particle right through the 
without dropping it. Houses 
been ventilated even during 
western dust storms without dirtying 
up the place. 

Another phenomena of these breezes 
is the fact that one apparently will 
not catch a cold from them. The 
evenness of the flow of air apparently 
does not disturb the body like gusty 
air. 

Down in Texas the 
considered the nuts 
house cool—that is, if you have an 
insulated place. Start the fan at 6 
a. m. and cut it off at 8. The house 
will be filled with cool night air, and 
with the shades drawn the house will 
stay comfortable. 

“If you run your attic fan in the 
middle of the day you get the same 


have 


attic fan is 
for keeping the 
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By Tom Blackburn 


effect as if you were sitting “under 
a shady tree,” C. S. Becker of Dallas, 
Texas, tells his prospects. “It won't 
be air conditioning, but you can take 
a nice snooze in the afternoon, and 
that is what a lot of women and 
children do.” 

Attic fans are meat for the electri- 
cal dealer, and distribution 1s _pro- 
ceeding more rapidly through them 


than any other type of outlet. An- 
alysis of the dealers of one manu- 
facturer in Texas revealed that 24 
electrical dealers were selling the 


line of fans, and 22 widely scattered 
other outlets. In Longview, Texts, 
in 1937 the Sale Electric Company 
sold 77 attic fans. This at an aver- 
age price of $275 or better per in- 
stallation—with no trade-in—is not 
to be sneezed at, in the best regulated 
family. 

Season for selling runs from Febru- 
ary to June, with a peak in June in 
the south. Most dealers get their 
leads from direct mail. In fact in 
Dallas, Texas, no dealer has an out- 
side crew working on attic fans. The 
man making $2,000 a year and living 
in a $4,000 home or better, is meat 
for the fan salesman. What cold 
canvassing is being done occurs in 
small towns rather than cities. Part 
of the presentation consists of taking 
prospects to see an installation, and 
the smart dealer will have his own 
place or his brother-in-law’s fitted 
up, as one cannot continually trail 
prospects through homes of users. In 


FANS 


Kt. Worth, Texas, the utility rented 
a furnished home for use in demon- 
strating attic fans. 

After a hot night the dealer who 
has been sending out mail usually 
receives telephone inquiries in 
bunches. The comfort of children, 
bridge party guests, are usually the 
strings that briny the prospect in. On 
the average 75 per cent of all sales 
are cash on the barrel head, at present. 

It takes about four contacts to 
close a deal, men say, and the average 
installation moves 12,000 cu. ft. of 
air per minute. The salesman will 
make 4 commission of around $25 a 
job, or he may earn 10 per cent on 
the overall. Dealers get around 40 
per cent mark-up, and carry very 
little stock. 

Life of the fan is from 15 to 20 
years, and it costs in most communi- 
ties from $3 to $4 a month to run it. 
There is very little upkeep or service. 

Greatest trouble encountered is in 
installing. By all means get the 
woman of the home out of the picture, 
experts advise. Just the minute she 
sees a chalk mark 6 to 9 feet long 
drawn on the ceiling, the housewife 
has~a_ sinking spell. 

“I’m not going to have my house 
ruined,” she wails, seeking to call off 
the job. When the hatchet crashes 
through the ceiling and plaster begins 
to fall, she gets worse. The point 
is, she cannot visualize that a hand- 
some grill is going to replace the ceil- 
ing. When she sees the finished job, 
she’s satisfied. 

Toughest technical job is in putting 
louvres into a house to permit air to 
escape. Flat roofed houses are nearly 
impossible. Architects to date are 
none too co-operative about making 
specifications for new homes, at the 
present moment. There must be at 
least 25 sq. ft. of both louvre and 
grill space. 

“The man who owns his own home 
so far is the real prospect,” C. S. 
Becker, who represents American 
Blower in Texas, explains. “But the 
time is coming when rental property 
will have attic fans, just as it has 
furnaces. Too grand an opportunity 
to capitalize upon the thermometer 
exists—and if you mind the p’s and 


q's, it’s a grand business. 
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FROM MOVING AI! 


You can earn big profits by selling General 
Electric Air Circulators. CE Soles Aids 10 Help You Sell. 


Everywhere, there will be a summer de- 
mand for devices that relieve oppressive 
summer heat. You can profit by supplying 
this demand with G-E Air Circulators! 
Quiet and economical, these low-cost Air 
Circulators offer lasting value—and they 
make lasting friends for you! 


General Electric Air Circulators sell fast on 
demonstration, No complicated installation 
—just plug them in as you would an elec- 
tric fan. You can sell a type of G-E Air 
Circulator for each and every purpose! 


General Electric Air Circulators provide 
effective ventilation, and circulation. They 
drive out hot air and odors—and they pull 
in fresh, cool night-time air. 


The Deluxe model is particularly suitable 
for locations exposed to public view. If the 
establishment is large, or if constant smoke | 
and odors necessitate more frequent air 
changes, suggest the Giant. The Utility 
model is adapted to attic installations, ceil- 
ing suspension or floor use—its closed 
construction makes it safe. 

For positive profits, handle General Elec- 
tric Air Circulators! Write your General 
Electric Distributor today. Or mail the 


GENERA 


For: Restaurants, Dress Shops, Night Clubs, Offices, Hos- 
pitals, Stores, Beauty Shops, Barber Shops, Laundries, 


L@h 


Libraries, Dance Halls, Waiting Rooms and Homes. coupon to the General Electric Company! 
| 
n 
General Electric Compan, 


mt 
Air Circulator Departme 


eld, New Jersey 


GENERAL@ ELECTRIC | 
jhe Creubater 
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AIR CONDITIONING 
STIMULANT TO 
SUMMER BUSINESS 


Air conditioning has become an im- 
portant aid to business. Comfort for 
customers and for employees pays divi- 
dends, suggests A. D. McLay of De- 
troit Edison Company in an address before 
the Sales Conference of Edison Elec- 
tric Institute. 

Mr. McLay reports results of a su- 
vey which covered every user of air 
conditioning, both industrial and commer- 
cial, in the city of Detroit. Each was 
asked, “To what extent has air condi- 
tioning increased your summer business ?” 
Tabulation of the replies showed the 
following : 

4 per cent said it had increased busi- 
ness 100 per cent 

64 per cent said it had increased busi- 
ness 50 per cent 

3 per cent said it had increased business 
35 per cent 

42 per cent said it had increased busi- 
ness 25 per cent 

94 per cent said it had increased busi- 
ness 20 per cent 

3 per cent said it had increased busi- 
ness 15 per cent 

224 per cent said it had increased busi- 
ness 10 per cent 

Discussing the advantages which air 
conditioning had brought them, 97 per 
cent of these business concerns said that 
customers had mentioned relief from the 


Some 25 business paper editors visited the Carrier Corporation at Syracuse, 
N. Y. recently and were treated to a preview of two new units—a three- and 


five-ton job, completely self-contained, for small stores and commercial estab- 
lishments. At left, is Willis H. Carrier, founder and chairman of the company, 
looking over a radio script to be presented that night. 


heat of the street; 49 per cent considered 
the elimination of dust and dirt as the 
chief asset; decreased spoilage and 
fewer “rejects” were important gains 
cited by 12 per cent of the concerns; 
and 38 per cent mentioned the elimina- 
tion of noise. 


ELECTROL BUYS 


PLANT IT LEASED | 


A deal has just been closed by Electrol 
Incorporated for the purchase of the 
plant, factory buildings and land which 


it has been occupying for several years | 


under lease. 

The plant is of modern design and 
construction, with brick walls and con- 
crete floor and steel trussed fire-resisting 
roof construction mounted on 
steel columns. The entire building is 
equipped with steel casement frames and 


equipped with automatic sprinkler system | 


throughout. There are 46,000 square 
feet of floor space provided and 10,000 
square feet of yard area. The plant is 
located at 934 Main Avenue, Clifton, 
New Jersey—midway 
and Paterson. 

The company states that this purchase 
is in line with the program of develop- 
ment that is under way, which will add 
to the company’s manufactured and dis- 
tributed products two lines closely associ- 
ated with oil burners, in connection with 
air conditioning and house conditioning 
activities—the first of which will be an- 
nounced shortly. 


—_ Williams, manager, G-E gas furnace and air 
circulator sales, shows one of his new babies, an air 


circulator. 


built-up | 


between Passaic | 


During a recent Chicago Board of 
Education broadcast, the Ilg Electric 
Ventilating factory was visited and 
Ken Ellington, WBBM announcer, 
told the public about Ilgwind Attic 
Ventilating fans. 


BIG ANTHRACITE 
OPERATOR ENTERS 
STOKER FIELD 


PHILADELPHIA, PA.—After four 
years of what is reported to be the most 
extensive research ever made into the 
construction of stokers for anthracite coal, 
General Stokers Inc., an M. A. Hanna as- 
sociate, announces the “General” Stoker 
line. 

The new stokers provide high efficiency 
with a wide range of anthracite types— 
and, at the same time, are simpler, lower 
in price, and most durable in construction. 

Besides the extensive laboratory work 
involved, all sizes and models have been 
tested during four years in close to a 
thousand homes, apartments and smaller 
commercial establishments. 

The Company expects that, because 
of their remarkable heating economy, 
simplicity of design and moderate cost, 
the new line of stokers will greatly ex- 
pand the market for automatic heating 
with anthracite. All models are now in 
production and will be made available to 
the public immediately. 

R. E. Chloupek, who has been in the 
stoker business for 15 years, heads the 
new General Stokers Inc. He is backed 
by a staff of engineering experts and a 
sales force which will cover the entire 
anthracite market in the northeastern sec- 
tion of the country. 

Headquarters of General Stokers Inc., 
have been established in the Broad Street 
Station Building, Philadelphia. Fuller & 
Smith & Ross Inc., have been retained as 
advertising agents and are preparing an 
intensive advertising and promotion pro- 
gram. 


YORK SALES AHEAD 
- OF TWO YEARS AGO 


York sales this year are running 16% 
ahead of those of two years ago despite 
a decline from last year’s sales record, 
announced William S. Shipley, President 
of the York Ice Machinery Corporation, 
in a letter to stockholders. 

Sales for the first six months of the 
1937-38 fiscal year, according to the 
letter, have fallen 27% behind the same 
period for last year, but a severe de- 
cline has been prevented by increasing 
sales of small unitary air conditioning 
equipment. 

“Cold Magic”’—A sound motion pic- 
ture of America’s most promising indus- 
try, air conditioning, and its elder brother, 
refrigeration, will be released by the 
York Ice Machinery Corporation next 
month, 


General Electric Air Conditioning Men in Action 


J. A. Proctor, assistant manager of G-E's Air Condi- A. E. "Al" Pierce, manager of oil furnace sales for 
tioning Department, blows a cloud of smoke in the G-E, presents the first new conversion oil burner to 
direction of Elliot Harrington, chief engineer. J. J. Donovan, manager, G-E Air Conditioning Dept. 
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HE NEW Johnson Space Cooler is a compact, 
self contained electric refrigeration plant which 
circulates air over cold coils where it is cooled, 
cleaned, de-humidified—then distributed throughout 
the room. It provides the refrigerating equivalent 
of 650 lbs. of ice per day! Fits on 
any window sill. (Width 27”. Win- 
dow sealing-panels are furnished.) 


Show it. Simply take it to a 
prospect’s home or office. Plug it 
in. And let it sell itself! 


Nothing that you handle makes 
a more convincing demonstration. 
The housewife in her kitchen, the 
professional man in his office, the 


| High 


unit eliminates all engi- 
neering problems.. Just 
plug it in..No water pipes 

to connect..Nowiringto 
install.. Fits on window _ 


patient in the sick room gets sold—quick—on a unit 
that gives real relief from heat and humidity! 
The Johnson Space Cooler is the product of Johnson 
Motors, builders of the world famous Sea-Horse 
Outboard Motors, Briggs household refrigerators and 
other products of high quality. More 
than five years in refrigeration, 
with many notable developments 
to its credit, have given Johnson 
a perfect background for this lat- 
est achievement. _ 

DEALERS, DISTRIBUTORS 


Send for full details, discounts and mer- 
chandising plans. The season is HERE. 
Every day means extra profits. 


JOHNSON MOTORS «- REFRIGERATOR DIVISION 


1810 MONMOUTH BLVD., 


a7 
JOHNSON 


GALESBURG, ILLINOIS 


GET GOING RIGHT NOW--WRITE, WIRE FOR DETAILS 
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CONDITIONING PRODUCTS 


In which new products and merchandise pass in review for your benefit. 


CARRIER Air Conditioner 


FRIGIDAIRE Air Conditioner 
Carrier Corp., Syracuse, N. Y. Delco—Frigidaire Conditiomng Diw., 
General Motors Sales Corp., 
Dayton, O. 


Device: Self-contained, package type 
air conditioning unit. 

Selling Features: Available in 2 sizes 
—3 and 5 ton cooling equivalent; 
3-ton cabinet takes up 44 sq.ft. floor 
space; 5-ton unit 6 sq.ft.; water 
cooled units require only 3 connec- 
tions ; 3-ton unit delivers 1,100 cu.ft. 
air per min.; 5-ton unit 1,460 cu.ft. 
adaptable outlets and louvres for 
selective air delivery to suit require- 


Device: Self-contained air condition- 
ing unit for retail establishments. 
Selling Features: Cools, dehumidifies, 
filters, circulates ; conditioned air is 
delivered from acoustically insulated 
distribution hood at top of unit; 
outlet equipped with directional flow 
grilles to permit distribution of air 


discharged to fit requirements of particular in- 
G-E Air Conditioner tire interior from front, back, either WESTINGHOUSE Air Condi- 
General Electric Co.,. 570 Lexington side, upward, — downward, — tioner located in lower section of cabinet; 
trated or spread, insulated against v-belt drive provides power trans- 
Ave., New Yor ity sound ; dynamically balanced com- Westinghouse Electric & Mfg. Co., mission between compressor and 
Device: FD-30 unit air conditioner Mansfield, Ohio motor; compressor compartment 
for small stores, shops, restaurants, zloss ; fe ate Device: Seli-contained Unitaire con- lined with acoustic and heat in- 
gloss, rust-proof condensate drip ae sulating material; upper section con- 
etc. pan, selector and thermostat dials ditioner for small shops, stores and 
Selling Features; Cools, dehumidifies, on cabinet front at eye level for offices. | eg multipath anes of refriger- 
circulates and filters air; consists both manual and automatic tem- Selling Features: Filters, cools, de- ant (Freon) distribution provides 
of 2 independent sections bolted to- perature regulation; vibrationless humidifies and recirculates air; metered flow of refrigerant to each 
gether—an enclosed condensing unit fans, controlled mixture of outside available in two sizes: SU-90 with tube to maintain even coil tempera- 
on top of which is mounted an air and room air by large area return 24 hp. capacity and SU-135 with 33 tures; fan operates on _ rubber- 
conditioner; air is drawn into unit grille with adjustable louvres ; leak- hp. capacity ; hermetically sealed mounted sealed ball bearings; ad- 
through perforated sheet-steel grille, proof connections; non-clogging motor, compressor and condenser ; justable variable pitch motor pulley 
about 1275 cu. ft. air per min. is strainer to keep refrigerant clean; adjustable thermostatic control permits selection of fan speeds to 
discharged through louvers at top; units work on any type circuit.— placed in center of cabinet; 2 suit requirement of individual in- 
air is filtered by 2 large viscous- Electrical Merchandising, May, 1938. switches permit maximum flexibility stallation ; 2 viscous type replaceable 
coated removable glass wool filters ; of operation—one controls entire filters are provided and are acces- 
conditioner and condensing unit cooling mechanism, the other the sible by merely removing intake 
acoustically lined for quiet operation ; blower motor only so that air cir- grille; cabinet is available in brown 
manually controlled switches allow culation may be enjoyed when cool- wrinkle finish. — Electrical Mer- 
unit to function as air conditioner ing is not necessary ; easily adapted chandising, May, 1938. 
by operating condensing unit and to winter air conditioning by simple . 
fan and as a circulator by running installation of heating coil and hu- v 
fan only; thermostatic or time con- 


midifier ; brown baked crinkle metal 
cabinet.—Electrical Merchandising, 
May, 1938. 


trol can be applied as accessory 
equipment; condensing unit has 3 
h.p. motor and contains shell-and- 
finned-coil condenser receiver; wa- 
ter-cooled coil is provided to re- 
move heat from inside enclosure; 
gross cooling capacity approxi- 
mately 39,000 btu’s per hr; golden 
bronze lacquer finish with brown 
trim; removable panels on all four 
sides. — Electrical Merchandising, 
May, 1938. 


MAJESTIC Ventilating Fan 
The Majestic Co., Huntington, Ind. 


IRON FIREMAN Oilburner 


Iron Fireman Mfg. Co., 
Cleveland, Ohio 


Device: Kitchen 10-in. ventilating 
fan. 

Selling Features: Controlled by 
water sealed motor mounted on at- 


VIKING CirCOOLator Model: Conversion oilburner for do- 
tion and opens and closes outside Viking Air Conditioning Corp., Main Selling Features: New oilburner has 
door simultaneously; assembled in and Center St., N.W., Cleveland, O. a 2-stage pump, which not only 
two square units: which telescope ; Device: Attic f supplies a stream of oil to a 
adjustable to various thicknesses of — er 
wall; simple to install in frame or Selling Features: Blade shape and GE 5 
PEERLESS Stoker masonry.—Electrical Merchandising, pitch, number of blades and speed prc er ee of oil eT 
T May, 1938. of fan have been proportioned to uel clogging is | sai 
The Peerless Mfg. Corp., Louisville, produce quiet operation; inlet cone be reduced to minimum by 7 strain- 
Kentucky is flared into a funnel shape which ers; “washer et h mechanical 
a ae ; uides air into fan smoothly with- strainer in nozzle, p. capacitor 
Device: Peerless stoker. tne resistance: 3 Proce 0.18 sup- motor has automatic shut-off pro- 
Selling Features: Continuous feed porting members are located away tection against overheating ; motor 
gear transmissions with 3 rates of from fan blades not to interfere a resilient mounting, reducing > 
coal feed; complete automatic con- with air flow; streamlined hub com- oye can be replaced on jo 
trols; hood sound proofed; auto- bines special bronze bearing, hub an rides a motor shaft sleeve; 
matic air-control and specially and fan pulley into one assembly, cover plate can be removed without 
adapted wind boxes to suit prac- eliminating obstruction of air flow; dismantling machine; transformer 
tically all furnace and boiler in- fan bearing turns around shaft in- terminals enclosed within machine 
stallations; sectional tuyeres; com- stead of vice-versa as is customary ; for safety; bus-bars are used to 
pletely sealed hoppers ; available in available in 3 sizes with capacities convey current from transformer to 
a complete line of sizes and models ; of 7500, 11500 and 16500 c.f.m.— contacts, air cone can be adjusted % 
blue-green finish.—Electrical  Mer- Electrical Merchandising, May, in relation to nozzle by sliding on 
chandising, May, 1938. 1938. slots. — Electrical Merchandising, 


May, 1938 
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HOT WEATHER 
AHEAD/ 


Will It Pay You 
DIVIDENDS? 


® Yes, it certainly will if you make your plans now 
to sell Buffalo Attic Fans when that hot weather 
arrives. Thousands of these quiet, large-capacity fans 
were sold last season by distributors and dealers who 
had never sold Attic Fans before. Many more new 
distributors and dealers have already signed up to 
“cash in” this summer. You can get your share of 
this fast growing and very profitable business if you 
will write us at once for full particulars. Good terri- 
tory is being taken up fast, so if you are interested, 


we urge you to act promptly. 


BUFFALO 
FORGE 
COMPANY 


205 Mortimer St. 
Buffalo, N. Y. 


Branch Engineering Offices 
in Principal Cities 
In Canada: 


Canadian Blower & Forge 
Co., Ltd. 
Kitchener, Ont. 


FANS 


for HOME COMFORT COOLING 
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WAGNER Evaporative Cooling 
Fans 


Wagner Electric Corp., 6400 
Plymouth Ave., St. Louis, Mo. 


Devise: Wagner motor and blade as- 


I 


semblies especially designed for 
evaporative coolers for districts 
where humidity conditions are ex- 
tremely low. 

elling Features: Motor is totally- 
enclosed, rubber-mounted, capacitor- 
type with ball-thrust bearings and 
3-speed control; quiet-type overlap- 
ping heavy- duty blades ; assemblies 
for evaporative cooling are available 
in a complete range of single-speed 
and 3-speed fans, in 25 to 60 cycles 
and in sizes from 16 in. S1 for cool- 
ing up to 2,000 cu.ft. of space to 
19} in. K3 types for cooling up to 
9,000 cu.ft. An evaporative-type 
cooler can be easily constructed— 
usual method is to build a window 
box with a removable excelsior or 
fiber mat approximately 2 to 3 in. 
thick, placed in a vertical position 
with provision at top for dripping 
water through. Cooling is pro- 
duced by drawing large volumes of 
air over the moist mat, providing 
active circulation of cool air through 
store or home.—Electrical Merchan- 


dising, May, 1938. 


IRON FIREMAN Stokers 


ron Fireman Manufacturing, Co. 
Portland, Ore. and Cleveland, Ohio 


lodel; “DeLuxe Heatmaker” series. 


Selling Features: Standard hopper 


holds 500 Ibs.; coal feeding has 
been improved by redesigning feed 
worm, agitators and slope of hopper 
bottom; hopper bottom has been 
lengthened to give an Ill-in. ex- 
posure to feed worm; Metering sec- 
tion of feed worm is smaller in 
diameter than the conveying section; 
“low torque” agitators require less 
power than formerly; hopper bot- 
tom cleanout has been added; a 
spike grabber guide and wearplate 
is placed in the worm housing end 
of hopper bottom; hopper lid thick- 
ness has been doubled, and a com- 
bined coal baffle and hopper lid stop 
added; new hopper base enclosures, 
and “lift away’ door, completely 
expose the operating mechanism 
when removed. Capacity from 30 to 
150 lbs. coal an hour.—Electrical 
Merchandising, May, 1938. 
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FIRETENDER Stokers 


Holcomd & Hoke Mfg. Co., 
Indianapolis, Ind. 


Models: Standard 2A and 343A. 
Selling Features: Streamlined extra 


large hopper built low for easy fill- 
ing; 3-speed transmission; ¢ hp. 
capacitor motor in No. 2A and } 
hp. in 34A; oil flow drive unit with 
Protecto - switch; interchangeable 
self- cleaning tuyéres, overlapping to 
reduce air leakage ; square type re- 
tort. — Electrical Merchandising, 
May, 1938. 


G-E Oil Furnace and Warm Air 
Conditioner 


General Electric Air Conditioning 
Dept., Bloomfield, N. J. 


Device: New oil furnace and warm 
air conditioner added to line both 
with a rated output of 160,000 B.t.u.’s 
per hr. 

Selling Features; Oil furnace de- 
signed for operation with steam, 
vapor, or hot water heating systems 
and for indirect heating with air 
conditioners singly or in multiple. 
Controls include master control and 
integral flame detector mounted in- 
side jacket; limit control on do- 
mestic hot water coil housing; on 
steam furnaces a low-water cut-off 
is mounted ih the limit control. 
Flame . detector permits continued 
oil flow during starting cycle, stops 
motor compressor and closes oil 
valve within 5 seconds if flame 
fails after combustion has begun. 
Low-pressure heating boiler is com- 
pletely equipped with an _ indirect 
heating coil for domestic hot water, 
safety relief door and safety valve, 
pressure gauge, low-water cut-off, 
water-level indicator for steam fur- 
naces and altitude gauge and ther- 
mometer for hot water furnaces. 

Direct-oil-fired type warm air con- 
ditioner consists of combustion-heat- 
transfer unit; oil burner unit, 
aphonic radial flow fan, filters, and 


controls enclosed in gray cabinet 
with black and chrome trim.  Cir- 
culates clean warm air through 
ducts to living quarters; domestic 
hot water coil is optional; equipped 
with master control, limit control 
and 5-second flame detector. Burner 
unit consists of motor compressor, 
burner head. Compressor is 
mounted above fan assembly and 
burner head above combustion cham 
ber. — Electrical Merchandising 
May, 1938. 
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This year will be a BIG year for electric dealers selling 
SUMMER COMFORT. The demand for “relief from the 
heat” is increasing by leaps and bounds. 


One of the most effective, inexpensive and increasingly 
popular methods of making homes more comfortable and 
livable in summer is offered by the 


usAlRce HOME VENTILATOR 
for COOLING Air Circulation 


It brings “sea breeze’”’ coolness to homes all summer. Proved by long service in 
many installations, this unit of USAIRCO dependability assures, when properly 
installed in attic, the utmost in air circulating efficiency and long, trouble-free 
service. Quiet and economical in operation. Makes from 30 to 50 air changes 
per hour. It makes satisfied customers and builds good will for you. Made in 
range of sizes that includes adequate capacity for any home installation; easily 
installed, attractively priced. 

May also be used successfully for cooling and ventilating top floor apartments, offices, 


club rooms, dance halls; also stores, cafes, etc., having attics di- 
rectly overthem. There is analmostunlimited market forthis unit. 


usAIRco Portable Room Unit 


A low-cost room air-cooler that meets an urgent demand in 
offices, apartments, hospitals, hotels and homes. It takes fresh 
air from open window . .. washes, COOLS and circulates it. 
Provides refreshing COOLNESS in Summer, healthful hu- 
midity in Winter. Plugs into any electric socket. Easily moved, 
requires no drain. Handsome in appearance, economical in 
operation. Proved efficiency at less than the cost of mechanical 
refrigeration units. 


The USAIRCO Home Ventilator (installed in attic} is 
turned on in the evening after sundown. It forces out the 


usAIRco M. i Kooler-Aire stagnant air and stored-up heat, draws in fresh cool night 
opens up a vast field for you among small stores, shops, air and distributes itthrough- 

offices, cafes, beauty parlors and other small business outall rooms; creates refresh- 

places. At amazingly low cost, it offers the same cool- ‘ age rn 

ing efficiency enjoyed by thousands of theatres from ing air circulation and cools 

large Kooler-Aire installations. Draws in 100% fresh off the whole house. If doors 

air ... washes, COOLS and circulates it, completely ; 

changing air every few minutes. Comes complete, and windows are closed early 

fits into small space; quickly installed, no ducts. For in the morning, the house 


larger places, two or more Midget Kooler-Aire units 


offer efficient comfort cooling at minimum cost! will stay cool for many hours. 


Mail This Coupon 


The USAIRCO see ara fits right into your set-up. USAIRCO Equip- Today! 


ment offers a complete line. USAIRCO advertising creates 
Prospects for you. Let’s get going! 


U. S. AIR CONDITIONING CORP. 
2145 Kennedy St. N.E., Minneapolis, Minn. 
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Crosley makes it in the great 
new million dollar plant at 
Richmond, Indiana, where low 
costs of manufacture give 
America the greatest refriger- 
ator value of all time! 


Crosley makes it sturdy 
makes it eflicient, makes it a 
thing of beauty and an article 
of service! 


Crosley makes it with the 
famous SHELVADOR so that 
the easy, handy storage of small 
food items on the convenient 
shelves-in-the-door makes 
more usable room for foods than 
in ordinary refrigerators. 


This new line gives Crosley 
dealers a powerful weapon for 
mail order house competition 

for obsolete model competition 
and for chiselling tactics that 
creep into selling in these times. 


Crosley tools up for a new line 
in the middle of the season 

the first manufacturer to do 
so. New factory efficiency and 
economies make this possible! 


Crosley dealers now have their 
distinct Shelvador selling ad- 
vantage further strengthened 
and its lead lengthened by this 


NEW line at its LOW PRICE. 


THE CROSLEY RADIO 
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“Standard” and 
“DeLuxe” SHELVADORS 
still the world’s best 
refrigerator values 


Crosley dealers now have a 
complete Shelvador line to 
meet every demand and price. 
Step-up. Why sell last year’s 
models when you can now be 
ahead of all competition with 
NEXT YEAR’S models at less 


than last year’s price levels? 


CORPORATION 
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New Sealed Electrosaver 


It saves you money BECAUSE IT 
RUNS INFREOLENTLY AND 
USES LITTLE ELECTRICITY 
WHEN IT DOES. 


Even greater savings are now de- 
veloped in the famous Electrosaver 
sealed refrigerating unit, reduces 
operating costs to a new and wel- 
comed low. Sealed in oil for a 
lifetime of performance it’s powered 
to deliver plenty of ice and sufli- 
cient refrigeration regardless of 
weather. Silent as a cat—as con- 
stant in its duty as a strong heart! 
It’s quality all the way—at prices 
folks can pay. 


‘4S cuft. 


CINCINNATI « 
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—with new savings in electric current, 
—with heretofore unattained efficiency! 


A TRIUMPH OF 


CROSLEY engineering; CROSLEY economies; CROSLEY 
new factory; CROSLEY determination to give the world 
the most refrigerator for its money! 


SAVE MONEY IN OPERATION 
SAVE FOOD and STEPS and CASH with the SHELVADOR! 


This is the refrigerator EASIEST to sell to women. Because 
it is the handiest. The SHELVADOR saves you steps and 
enables you to store food so much easier and conveniently. 
Little things like fruit and eggs and cheese go on the shelves 
in this door to leave free the space on regular shelves for 
bulky items, big bowls and such. This clever shelf planning 
enables you to actually get more food into the Shelvador. 
Leftovers won't get lost in the Shelvador Refrigerator. You 
keep them right in sight on the handy shelves. You don't 
keep the door open for long because there’s no need to do 
a trunk packing act after each meal—nor must you explore 
and search for things hiding on backs of shelves. That 
saves money by saving electric power. 


Crosley freezing control enables you to get exactly the right 
degree of cold you need to preserve food properly, without 
waste of electricity. Foods are not frozen and ruined in cold 
weather—nor spoiled from insufficient refrigeration on hot days. 
Meats stay fresh for days. Milk stays sweet hours longer. 


55 cuft. 


I9 


Music while you work 


Women miss no more favorite pro- 
grams because culinary duties keep 
them in the kitchen. Radio built 
into the new “Regular” Shelvador 
~same quality and performance as 
available in the standard and deluxe 
lines. In the new “Regular” line 
the radio—a five-tube superhetero- 
dyne—is built at the bottom. 


Women like the feature of radio in 
their refrigerator because it is 
always handy—adds a smart note 
to their kitchen— and adds a note 
of cheer to household drudgery. 


*Delivered and installed. 5-year 
protection plan $5 extra. 


POWEL CROSLEY, Jr., President 


Home of *‘the Nation’s Station’’—WLW—70 on your dial 
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PEOPLE - PRODUCTS - PLANS 


Electrical Merchandising Review of the Menth 


May /938 


FORCED FREE LAMP 
RENEWALS ILLEGAL 


Mass. Supreme Court Hands 
Down Ruling 


BOSTON, MASS.—Little 
lost by the Supreme Judicial 
Massachusetts in declaring a 
bill recently submitted by the House of 
Representatives illegal, and it is to be 
hoped that the forthright opinion of the 
bench on this matter will put an end 
to political attempts to capitalize a prac- 
tice long fraught with difficulties in in- 
dustry and public relations. Since the Bay 
State commission put its disapproval on 
free lamps (even if allegedly covered i 
energy ri ambitious politicians un- 
successfully have I to restore the 
practice by bills to that effect 


time was 
Court of 
“free lamp” 


ates) 


soug 


introducing 


at each session of the Legislature. The 
tilities have beet iliged to fight against 
these proposals and bear the onus of 
ypposing that which passed among the 
unthinking as rightfully belonging to the 
people. In Massachusetts the annual ap 
pearance this propaganda had become 
a first-class nuisance, of which the Court 
iow seems to have rid the common 
wealth 


Bill Unconstitutional 


It is not surprising that the opinion 
(House Document 1389) sharply focussed 
the Court’s judgment upon the unconsti- 
tutionality of the bill. If such a bill were 
held valid, all sorts of equipment, fixtures, 
wiring, refrigerators, washers, motors 
for industrial and other service—a whole 
gamut of items—could legally be required 
to be furnished free by electric com- 
panies. The due process clause would 
be violated by its passage, and utilities 
would be compelled to provide a service 
not necessarily related to the function of 


supplying electricity to consumers. The 
legislative right to amend or repeal cor- 
porate charters does not go so far as 
to authorize taking the property and de 
voting it to a different use. Such a pro- 
cedure would divert the capital into a 
different type of business and force it to 
assume risks foreign to those in which 


the stockholders consented to engage at 
the outset. Nay more, the majority of 
the Court held that this limitation as to 
property taking cannot be avoided even 
on the theory that the company may re- 
ceive adequate compensation through 
rates. The bill in question made no such 
provision; but even if it had, the pro- 
posed law would still be illegal. The 
opinion contributes toward equitable 


trade relations 


ket wide 


by keeping the lamp mar- 


open to vendors. It estops dis- 


crimination in lamp distribution by facili- 
tating competition in retail sales, helps 
maintain quality—a matter of enormous 
though none too well appreciated im 
portance in popular thinking—and is in 
line wi th current trends toward making 
every class of service carry its own eco- 
nomic weight. 
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STANDARD ELECTRIC RANGE ANNOUNCES 
REORGANIZATION AND EXPANSION PLANS 


Joseph W. Robinson, president 


TOLEDO, OHIO 
tion of its assets by 
tric Manufacturing Corporation, the 25- 
year-old Standard Electric Stove Com- 
pany has reorganized under the former’s 
name, for the purpose of rehabilitation 
through a _ re-inforced capital structure 
and enlarged manufacturing facilities. 

According to Joseph W. Robinson, 
president of the new corporation, there 
have been no changes in personnel—the 
purpose of the reorganization being to 
enlarge the scope of the company’s activi- 
and to improve its manufacturing 
distribution facilities, for better and 


Following acquisi- 
the Standard Elec- 


ties 
and 


more efficient service to dealers. 
In addition to Mr. Robinson, who was 
associated with the Libbey Glass Com- 


pany for nearly 25 years, during 10 of 
which he served as president, other offi- 


cers of the newly-organized Standard 
Electric Manufacturing Corporation in- 
clude: Jefferson D. Robinson, vice-presi- 


dent, formerly vice-president of the Lib- 
bey Glass Company, with which he was 
associated for 10 years—Charles A. Pier- 
son, formerly president of the Standard 
Electric Stove Company and connected 
with them for 20 years, who now becomes 
the new corporation’s vice-president in 
charge of manufacturing, also heading up 


Jefferson 


D. Robinson, 
president 


vice 


and organizing a new research and de- 
velopment department—H. H. Venable, 
formerly sales manager for the Standard 
Electric Stove Company, with which he 
was connected for 25 years, now vice- 
president in charge of sales for the Range 


Division of Standard Electric Manufac- 
turing Corporation—and Ellsworth L. 
Tait, treasurer, who served the Libbey 


Glass Company as assistant treasurer for 
20 years prior to its sale to the Owens- 
Illinois Glass Company. 

The corporation plans to engage in a 
broader and more extensive manufactur- 
ing program which will include not only 


an improved line of electric ranges for 
both domestic and commercial use but 
also a wide variety of household elec- 


trical appliances. 

Complete national distribution is ex- 
pected to be accomplished through an 
enlarged distributor and dealer organiza- 
tion whose efforts will be backed by in- 
tensive co-operation in the form of dealer 
helps, and by an aggressive program of 
advertising and sales promotion. In addi- 


tion, the corporation’s merchandising 
plans call for a liberal dealer policy, 
marked by generous discounts and ex- 


tensive promotion assistance all to be 


announced shortly. 


H. H. Venable, vice president 
in charge of sales 


Charles A. Pierson, vice presi- 
dent in charge of manufac- 
turing 


MAY, 


ADEQUATE WIRING 
BUREAU NOW OPERAT- 
ING NATIONALLY 


NEW YORK, N. Y.—Within the short 
space of four weeks since the general 
plan books were distributed, the National 
Adequate Wiring Bureau has received 
definite indications that the program will 
soon be operating in many centers from 
coast to coast and from Canada to the 
Gulf of Mexico. 

Twenty-five cities have been visited by 
field representatives of the Bureau within 
the past month and, in each instance, 
the local electrical interests expressed 
enthusiastic approval of the program as 
presented and stated that some form of 
tie-in would be commenced immediately. 
In all, 67 general and committee meet- 
ings were addressed on these field trips. 
The total attendance of these meetings 
was approximately 3,000. 

Requests for licenses to operate the 
certification plan have been received from 
the duly constituted electrical organiza- 
tions of New York City, Washington, 
D. C. and Los Angeles, Calif. 

In addition to the 25 cities visited, re- 
quests for information from the plan 
have been received from more than 3i) 
other centers. Orders for material have 
been received from 45 cities. 

The sound-slide film—‘Power for Liv- 
ing”—is now available for distribution. 


Dry-Zero Issues Book for Salesmen 


CHICAGO, ILL.—To _ familiarize 
salesmen with the part insulation plays in 
the household refrigerator, and to enable 
them to pass the basic facts on to pros- 
pective customers, Dry-Zero Corporation 
of Chicago has just issued “A Book of 
Facts About Refrigerator Insulation.” 

The book explains in readable fashion 
what insulation is, why refrigerators are 
insulated, the differences between various 
insulations, how insulation affects the life 
of the cabinet and how insulation is ai- 
fected by moisture. 

The book also contains reproductions 
of tables and charts showing the results 
of laboratory tests on insulating materials 


Elisworth L. Tait, treasurer of 
the new Standard company 
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G-E motor for refrigerat quipp 
with automatic-belt-tightener base 


ERE is Dividend No. 1: A man and 

wife, for example, come into your 
store to inspect your refrigerators. To them 
appearance is no indication of the quality 
of the important parts of your units; so 
they must judge by the reputation of the 
manufacturers who made the parts. 


Here is where G-E motors help you, for 
they are assurance to prospects that the 
electric part of your unit is dependable. 
G-E motors have a reputation for giving 
trouble-free service, and impartial surveys 
indicate that the public prefers them. This 
acceptance, added to the acceptance of 
your appliances, reduces your sales problem 
largely to convincing prospects of the 
economies of domestic appliances. 


LET G-E MOTORS HELP. 


GENERA 


ELECTRI 


Bill, lets look at R All right—they cer- 
ironers in Jordan and tainly sold us a good 
showroom refrigerator. 


IVIDEND No. 2 is future sales to 

satisfied customers. These customers 
return to buy other appliances and to re- 
place old ones. They also tell the newly- 
weds next door about you, and give you 
first chance at prospects who are just be- 
ginning to buy. 


G-E motors give the service that makes 
satisfied users—they perform quietly year 
after year with little or no attention. Every 
design is tested in actual service before being 
adopted, and every G-E motor is given a 
two-hour running test in addition to the 
many tests that parts must pass during 
manufacture. G-E motors do their part to 
make your customers proud of their pur- 
chases. General Electric, Schenectady, N.Y. 


YOU SELL. 
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MONTANA POWER ANNOUNCES 
DEALER COOPERATION POLICY 


BUTTE, MONT.—A_ sales bulletin 
distributed by the Montana Power 
Company announces sales 


policy idopted by the 


| company to 


make it possible for dealer in_ their 


territory to do “a larger and more 
profitable percentage of the total busi- 
Thee that 
inpted to remove all 


make it 


o sell his 


mpany announces 
ele 
dithicult 
ippliances 

Details 
included in the tol 


ments which would 
for the lealer t 
avainst utility competition 
ot the plan are 


Moutana Power Company 
Widespread use of all 


its se es sistent promotion 
throug he media of satisfied customers 
publicity and advertising and the per 
sonal activiti f well trained home 
servi vid rs and new business repre 
= ives 


Geo. E. Whitwell, vice president, 
Philadelphia Electric Co., was a fea- 
tured speaker at the dealers’ dinner. 


Seldom-photographed Judson 
C. Burns, veteran Philly dis- 
tributor for G-E 


Frank Elliot, president of Elliot-Lewis Electrical Co., chats 
with R. A. Sholl, advertising manager, Judson C. Burns, 
Inc. 
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Harry Ellis, 


that the dealers 
of all appliances 
itself to main 
right to price 


The plan purposes 
» large majority 
The company pledges 
tain prices—-reserving the 
damaged, obsolete or used merchandise 
When appliances are sold on the de 
ferred payment plan, an adequate carry 
ing will be added to the cash 
selling price Items selling for less than 
S5 will be sold for cash only, 30-day 
payments being considered cash Ex 
ceptions may occur during special cam 
Down payments will at least 
cent of the selling price, 
payment period limited to 
months | 
four major appli 
invelved, no quantity dis 
Where from four to 
discount will be 5 per 
or more are involved 
1” per cent 


cha sge 


with the time 
i maximum of 24 
Where 
are 
count is allowed 
six are involved 
cent Where 
discount will be 
The company to Keep trade-in 
allowances within reasonable limits Old 
ice boxes, gas ranges, will be 
appraised at their reasonable 
never to exceed 10 per cent of the 
chase price of the new appliance Ap 
pliances in working order 
ippraised on basis of what 
will reasonably resale, includ 
ing cost of re and reselling | 


less 


ances 


seven 


agrees 


good 

the 
in 

onditioning 


The company no longer delivers” its 
merchandise on a free trial basis. How- 
ever, it does permit its salesmen to 
demonstrate Washers, ironers, ete.—-such 
demonstration to result in immediate 
sale or return of the merchandise. In 
the ease of refrigerators, the company 
will net deliver a unit into a home until 
the sales contract has been signed. 

All company new business representa 
remunerated on a_ straight 
i will accrue 
whether the appliance is 
purchased from the company or from a 
dealer, provided they have been instru- 
mental in assisting to effect the sale. 
fhis means that the company repre 
sentatives will canvass customers, sell- 
ing the advantages of the = service 
which the company offers When the 
subject of appliances is discussed, they 
will say that many good appliances are 
offered for sale by many dealers 
sugzest the customer investigate all 
before deciding which to buy In short, 
they must conduct themselves so that all 
dealers have an equal chance with the 
company to sell the appliances involved 

The company will extend free to deal 
ers such sa.es promotion and demonstra 


nen 


Stewart-Warner Starts Opera- 
in Indianapolis 
INDIANAPOLIS, IND.—The fi-s 


step of what will be a major operation at 
the recently acquired Indianapolis factor :es 
has been announced by Stewart-Warver 
Corp., manufacturers of refrigerators and 
radios. This will be the opening o: a 
new factory branch for the distribut) on 
of refrigerators and radios, located at 
1001 Cork Street, Indianapolis, Indiaia, 
which will serve the entire state of Indi- 
ana. It will operate under the name oj 
Stewart-Warner Distributors Company, 
occupying a part of the new factories in 
that city. 

Large display quarters have been pro- 
vided for displaying the complete line to 
the trade. In addition, a complete service 
department has been installed to take 
care of all service requirements for the 
territory on both products. 


tion assistance as its home service de 4 . 

partment can give Fred Ahrbecker, who for the past two 
years has been sales manager of the 

Central Distributing Company, formerly 
The company’s new business adver- distributors for Stewart-Warner in the 

—s will be of two an mane types: | Indianapolis territory, has been appointed 
se copy, featuring the advantages to 4 

ie gained from the use of appliances, sales , manager of the new distributing 

without mentioning any particular make | Organization, 


Electrical Philadelphia Dines 900 Dealers 
At Annual Electric Show Held April 18-23 


George E. Whitwell, left, and C. K. West, vice president of the 
General Electric Company and president of the Electrical Asso- 
ciation of Philadelphia. 


president of Philadelphia 


Distributors, 
Fisher, manager, Westinghouse Electric Supply and Austin Monty, 
sales manager of Philadelphia Electric Company. 


Dr. G. W. “Doc” Allison and H. L. Martin, both of 
EEl's Modern Kitchen Bureau, listen intently to Clara 
Zillesen, ad manager of Philadelphia Electric. 


J. H. 


Inc.; 


tors. 


MAY, 


J. T. Pierce, president, Pierce- 


Phelphs, Philadelphia distribu- 


J. H. McKenna, eastern sales manager 
of Linderman & Hoverson, lapped up 


the range talk. 


Charles H. Kunkel, Philadel- 
phia electric dealer. 


Charles H. Kunkel, dealer and William L. Musselman 
dealer, listen closely to Al Hallstrom, Atlantic distric’ 


manager for Graybar. 
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Davis M. DeBard, Stone & Webster, N. Y., and chairman 

commercial section of E.E.l. talks things over with A. E. 

Hatley, formerly of Western Public Service (left) and A. F. 
Bennion, Utah Power & Light, Salt Lake City. 


EDISON ELECTRIC INSTITUTE 
HOLDS CONFERENCE IN CHICAGO 


CHICAGO, ILL.—More tlexible 
finance terms, a dollar matching co-oper- 
itive campaign of manufacturers and 
itilities, a hint of national promotion of 
room coolers, and a plea for lower cost 
iring methods were high points at the 
Fifth Annual Sales Conference of the 
Edison Electric Institute, held March 28 
at the Edgewater Beach Hotel. 

All of these thoughts were voiced by 


lavis M. DeBard, chairman E.E.1. sales | 


committee, presiding. He spoke of the 
ncreasing flexibility of terms offered by 
finance companies, and the growing inter- 
est of local banks in appliance paper. He 
leclared that manufacturers have agreed 
‘0 contribute more than $400,000 to the 
operative program this year and that 
ach =omanufacturer’s dollar will be 
latched approximately ten to one by the 
tilities locally. 


It was recommended by Mr. DeBard 
that next year’s sales committee give 
consideration to a national activity on the 
promotion of room coolers. He 
rreat possibilities in sales work and load 
building from this activity. 

Mr. DeBard also expressed hope that 
new methods of wiring would be de- 
veloped which would bring about lower 
cust to the consumer and result in more 
‘obs and greater profit to the electrical 
contractor. 

Vice chairman, M. E. Skinner, Charles 
A. Eastman of Ebasco Services, Inc., S. 
T. Zecker of Carolina Power & Light, 
Charles A. Collier, Georgia Power, J. E. 
Norse, Cleveland Electric Illuminating, 
and W. E. Holland, Dallas Power & 

ight were among the speakers that 
dotted the week's program. 


Charles A. Eastman, Ebasco Services, 
talked on sales training, has a belly laugh with Joe W. 
Hicks of Public Utility Engineering and Service Corpora- 


New York, who 


tion, Chicago. 


H. E. Dexter, Central Hudson 

Gas & Electric Corp., Pough- 

keepsie, N. Y., talked about 
running water on the farm. 


C. A. Collier, Georgia Power Com- 

pany, told Edison Electric Institute 

listeners about better light in the 
deep south. 


Art Grove, Edison General Electric Appliance Co., 
and Competitor Al Fish, Lindemann & Hoverson Co., 
exchange sweet smiles for the camera. 


SAN JOAQUIN INAUGURATES "LOAD-HOLDING" 
PROGRAM 


FRESNO, CALIF.—Adding a pro- 
gram of load-holding to that of load- 
wilding as part of its 1938 plans, the 
Valley Electrical Company, mer- 
chandising division of the San Jo- 
aquin Light & Power Corporation of 
Fresno, Calif. under its manager, H. 
H. Courtright, has announced a cer- 
tain shifting of emphasis in_ its 
leaier cooperation set-up. 

The load-loading part of the pro- 
gram specifies that each of the to 
range salesmen who are now assisting 
n the development of dealer sales 
vill devote one third of his time to 
Id customers and the remainder to 
the building of new dealer prospects. 
The company’s home economics staff, 
which has been increased to four, 
vill also assist in this program which 
‘ontemplates that all customers own- 
ng ranges, who use less than 200 
kw.hr. per month shall be called 
upon. Letters with return postals 
‘king for further information as to 
the use of the range will precede 
these calls. Customers returning the 
‘ards will be called on first by a home 
‘conomist, who will demonstrate new 
recipes and methods of using the 
‘quipment; later the other low-use 


be included in the sur- 
vey. It is believed that many of this 
group are possessed of obsolete equip- 
ment or have stoves which are at 
least partially out of order. Sales- 
men who discover such a situation in 
their calls will of course endeavor to 
develop the prospect first as a possible 


owners will 


purchaser of new and uptodate equip- | 


ment or, failing that, will see to it 
that the old range is left in good 
working order. 

Dealer cooperative work is to be 
carried on in close conjunction with 
manufacturers. Distributors will be 
asked to call dealer meetings of those 
handling their lines, at which the 
Valley Electric Company will assist 
by presenting a market analysis, gtv- 
ing a list of recent sales, outlining the 
sales plan, rates, number of old users 
whose equipment is ready for replace- 
ment, listing good prospects and de- 
scribing the program of the home 
economist and range service depart- 
ments. Manufacturers and distribut- 
ors will be asked to assume quotas 
and to make displays in their own 
stores and in the power company’s 
district offices. Cards showing where 
the appliances can be purchased locally 
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will be displayed with the ranges thus 
shown, 


The company’s program of small 
appliance promotion will continue 
much as it has in the past. Dealer 


campaigns will be carried out through 
the Electric Appliance Society, home 
economists will make demonstrations 
in dealer stores and district offices 
and a window display service will 
continue to be furnished. J. U. Berry 
is in charge of this work. Dealers 
are asked to make monthly sales re- 
ports and to make displays of merch- 
andise in power company offices. 
The utility will devote ninety per 
cent of its advertising to merchandis- 
ing copy, both newspaper and radio, 
tying in with such national campaigns 
as “Light Conditioning”. “Kitchen 
Modernization,” ‘Table Appliances” 
and the like. The quota for the year 
in this department is 42,478 kw., of 
which it is estimated that 20 per cent 
will be replacements of old appliances. 

The company will maintain its two 
model stores at Fresno and Bakers- 
field on a _ non-competitive article 
merchandising basis, They offer these 
as a training place for dealers and 
salesmen, as well as a demonstration 
schowroom where merchants may 
bring customers to view other equip- 
ment than that they carry themselves, 
with assurance that there will be no 


| 


interference from utility salesmen. 
A number of personnel changes 
simply shift tried leaders to other 


strategic points of the attacking line. 
Kenneth Hampton, formerly comptrol- 
ler and in charge of the Fresno store 
takes over dealer cooperation, with 
Jack. Collington as his assistant over 
the range salesmen who are aiding 
dealers in range sales. Frank Easton, 
formerly dealer cooperation manager, 
is now in charge of the store and 
Fresno dealer activities. Bob Down- 
ing, who formerly handled the sales- 
men and also the wholesale depart- 
ment, now devotes his time ex- 
clusively to the General Electric line, 
for which the Valley Electric Com- 
pany is distributor. Frank Thomas 
remains in charge of the company’s 
own installation department, while 


Carl Wolf continues in charge of the ° 


architects’ wiring service. 


C.I.T. Office for Williamsport, Pa. 


In order to better serve Williamsport, 
Pa., and surrounding territory, the C.L.T. 
Corporation, national sales finance com- 
pany, opened an office there on March 14. 
The new C.I.T. Williamsport office is 
located at 143 West 4th Street, and 
Walter Blake is in charge. Mr. Blake, 
who has been connected with the C.I.T. 
Corporation for many years, comes from 
the C.I.T. Philadelphia office to the man- 
agership of the Williamsport office. ; 
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| SAY TWO SOUTH BEN! 


Mr. Horrow sells a Westing- 
house washer; his “white 
fleet” of sales cars and trucks 
serve the market speedily. 


Strong identification ties 
Rodin, Inc., with extensive 
Westinghouse advertising 
and promotions. 


Mr. Horrow, President, Rodin, Inc: te 


“In the first eleven months of 1937 we sold nearly seven 
hundred Westinghouse major appliances — a large volume of 
traffic appliances. The Westinghouse line gives us a definite sales 
story for every prospect. Everyone knows the name means 
quality ... we know full line retailing means minimum inven- 
tory for complete stocks . . . ensemble selling is easier, from two 
major appliances to complete kitchen. We're enlisting about 4 
thousand owners for our Owners Club... Westinghouse 
repeat sales are our greatest asset.” 


Mr. Frank Koczan, Owner-Manager, 
South Side Electric Co: 


“Everybody knows the Westinghouse name...we considc: 
every new purchaser as prospect for a series of sales. Onc 
customer has just completed equipping her home 100% Wes'- 
inghouse because a Westinghouse Iron, bought sixteen years ago. 
gave such good service. She has one of twenty-five 100% Wes: 
inghouse-equipped homes this year. The most common ord’ 
of purchase is IRON + REFRIGERATOR + RANGE — 
WATER HEATER + WASHER + IRONER. We have «: 
active Owners Club — one owner helped us sell nine refrige'- 
ators in a week and a half. Two gross of Streamline Iro:: 
bought for Christmas stock were sold out by the end 
November.” 
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Westinghouse presents a complete line of re/ated electrical products 
...@ definite aid to multiple sales, repeat sales and ensemble sales. 
Other successful Westinghouse full line merchants serve other markets 
from coast to coast, reaping extra profits from repeat sales and owner 
sales co-operation ... profits protected by “service problems at the 
Tshing point.” Ask your Westinghouse man for information, or 
write direct to Department 8135. 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO. 
MERCHANDISING DIVISION . MANSFIELD, OHIO 
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THE NEW 


ROYAL 


hos DEPENDABLE POWER 


Al for “Spring-Time Jobs” 
from a Trouble-Free 


Y:: AR ROUND USEFULNESS is a feature of the 
new Royal, thanks to its “instant adaptability to every 
cleaning need” and its host of other uses such as moth- 
proofing, insecticide and lacquer spraying. That's some- 
thing housewives are glad to know. And here's something 


of interest to both housewives and dealers: 


YEAR ROUND DEPENDABILITY is a feature of 
Royal’s power unit. It is a universal type, air-cooled Black 
& Decker Motor, with dynamically balanced armature and 
automatically lubricated self-aligning bearings. That 
means welcome freedom from motor service calls for Royal 


dealers .. . . and greater satisfaction for Royal users. 


The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of manu- 
facturers who may be interested in the application of 


universal motors to the improvement of their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 
of Universal Motors 
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Washers selling at $49 dull the incentive of dealers to sell, according 
to V. L. Miller of Miller-Jackson Co., Oklahoma City, distributor of 
Barton washers. Manufacturers can help by pepping up models, he says, 
and dealers by selling up on the advantages of higher priced models. 


CALIFORNIA-OREGON ADOPTS NEW SALES POLICY 


Mountain States Quits Merchandising 


There has long been a frank un- 
derstanding between dealers and 
Glenn Jackson, sales manager of the 
California-Oregon Power Company as 
to just what that utility’s merchandis- 
ing program was to be. Mr. Jackson 
has believed that, in an area of small 
communities and widely scattered 
population centers, it was obligatory 


way in introducing the use of electric 


| cooking and water heating. Once the 


point had been reached where satura 


|tion was high enough so that elec- 


trical equipment might be said to be 
“accepted” as desirable by the com- 
munity at large, he was prepared to 


‘turn the task of replacement selling 


over to the dealers. With an annual 
average domestic kw.-hr. consumption 
of 2,118 kw.-hr. and a very high sat- 
uration of all major appliances, that 
point has now been reached and a 


| program of retrenchment in large ap- 


pliance selling on the part of the 
power company is now under way. 
Replacement sales, now very near the 
figure of 20 per cent for electric 
ranges, will be left entirely to dealers. 
The California-Oregon Company will 
continue to sell ranges and water 


| heaters and to a small extent refrig- 


| erators, concentrating entirely on new 


sales. In the case of refrigerators, 
the power company’s efforts will be 
placed almost entirely on the task of 
selling low-use customers. 

An interesting trade in policy has 
| been adopted by which dealers may 
turn over old equipment taken in 


| trade to the power company who will 
for the power company to lead the | 


recondition it if the condition war- 
rants, or will junk it if it is not worth 
resale. The reconditioned appliance 
is then returned to the dealer, who is 
to make the effort to sell it to low-use 
customers. 

The allied Mountain States Power 
Company, which has long served an 
| extensive territory extending well into 
Wyoming, has gone out of appliance 
selling completely, disposing of all 
stock to dealers in the respective ter- 
| ritories. A skeleton force of salesmen 
| has been kept for the purpose of pro- 
moting dealer sales. Other men, 
formerly on the sales force, have been 
placed elsewhere in the industry with 
wholesale organizations or in retail 
work. At the present time the com- 
pany is busy holding a series of 
dealer meetings throughout its terri- 
tory explaining the new policy and 
setting up dealer quotas. 


No, Oscar, this shot wasn't taken at Miami or Bermuda. This juicy gal 

did her sun-bathing at the General Electric Institute, Nela Park. A 

battery of 72 luminaires equipped with 500-watt lamps provide more 

than 1,000 foot-candles of light—the first real attempt to duplicate out- 
door lighting conditions. 
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SHERWIN-WILLIAMS 
LAUNCHES DRIVE IN 
REFINISHING MARKET 


NEW YORK, N. Y.—Recognizing the 
rapidly pyramiding proportions ot this 
comparatively new market for finishes, 

‘he Sherwin-Williams Company, Cleve- 
ind, Ohio has introduced two new types 
f finishes in Opex (lacquer) and Kem 
synthetic) qualities said to be equal or 
superior to the original manufacturer’s 
mish in appearance and resistance to 
typical abuses in service. Principal use 
s on refrigerators. Opex and Kem 
\ppliance White enamels are supplied in 
shades matching the new white refriger- 
itor box and those after several years of 
exposure. Intermediate matches are se- 
ured by intermixing the white and 
slightly darkened shades for the purpose 
of touching up. 

The company reports that rehabilita- 
tion and modernization of apartments 
finds hundreds of refrigerators being re- 
finished and reconditioned wither as an 
economy measure to avoid the cost of 
new installations throughout; or to put 
them in condition for selling to the gen- 
eral trade as used boxes. 

Like in the automotive field, there is 
also a trend toward the periodic purchase 
of new styled and improved refrigerators 
by those who can afford them. The used 
boxes traded in are then refinished and 
reconditioned for resale. 

Most of these boxes are being refin- 
ished in auto-refinishing and body shops 
equipped with modern spray equipment. 
larger electrical merchandisers are als» 
setting up complete refinishing depart- 
ments. For this reason Sherwin-Wil- 
liams Company is distributing its Opex 
and Kem appliance white enamels thru 
its regular O-K antomotive jobbers, and 
suggests that they induce refinishing 
shops to go after this business. 

The new finishes are air-drying and 


Two Shots of Al's New Place 


designed for spray application. Both are 
yu.ck drying and easy handling. Opex 
and Kem appliance white enamels are 
said to provide maximum color stabil-ty, 
um dity and grease resistance. Two or 
more coats give a remarkably lustrous 
and brilliant finish. Intensive research 
is back of their formulation, and under 
every conceivable test they have shown 
exceptional performance. 


POLAROID LIGHTING 
ANNOUNCE 4 LICENSEES 


WEST HAVEN, CT.—First lighting 
equipment manufacturers to be announced 
by Polaroid Ligating, Inc., as licensed to 


sell the new glareless illumination ob- | 


taineh with 
are Faries Manufacturing Co., Decatur, 
ill., Griest Manufacturing Co., New 
Haven, Conn., Mutual Sunset 
Manufacturing Co., New York, N. Y., 
and the Sight-L ight Corp., Essex, Conn. 
Sale and distribution of Polaroid light- 
ing equipment by these manufacturers 
w.ll be made possible in late April 
through the universal adoption of the 
first product to be manufactured by 
Polaroid Lighting, Inc., and sold by all 
of the licensee companies. 
unit, a desk lamp, 
office supply and 
through department, 
cal stores. 
According to Walter Lown, 
of Polaroid Lighting, Inc., 
firms were offered licenses due to their 
yutstanding work in the development and 
sale of lighting equipment. As the first 
product to be sold is a desk lamp, said 
Mr. Lown, only portable lamp manu- 
facturers have been licensed. Through 
the facilities of these manufacturers and 
because of the advance commitments of 
wholesale and retail outlets for large 


will be sold in the 
electrical fields and 
furniture and opti- 


president 


| initial orders, complete national distribu- 


tion of the first Polaroid lamp is antici- 
paied by June, he advised. 


C. W. A. or "Al" ie sends us this picture of his new appliance layout 


at Huntington, L. 


I, N. ¥. Edwin de Groat is in charge of this end of 
a@ flourishing automotive supply business. 


As an example of good clean 


appliance layout we commend the above pictures to dealers generally. 
Incidentally Al's business is 800 per cent over his first year—1934. 
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Lamp | 


Polaroid-equipped products | 


This lighting | 


these four | 


YOUR 
AND 
ROYAL’S big value, money 


saving combinations, backed 
with complete powerful pro- 


_ motion plans, attract buyers 
«+.give ROYAL Dealers extra 
sales, with full profit margin. 
... for details of 


ROYAL’S Sensational 
Combination Offers 
which enable you 
TO MEET TODAY’S 
CONDITIONS. 

ROYAL offers you 
everything necessary 
to build a profitable 
cleaner business. 


CLEVELAND, O. 


“THE P. A. GEIER CO., 


CONTINENTAL ELECTRIC COMPANY, LTD. 
Toronto, Ont., Canada 
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MODERN HOME APPLIANCES 


Is Your Sales Picture 


Afflicted with 


Stop handicapping your sales. 
Protect yourself against dis- 
gruntled customers and costly 
service calls. It’s easy and 
profitable NOW to have safe 
Corditis-free cords on all the 
appliances you sell. 


MILLIONS OF CUSTOMERS 
KNOW ABOUT CORDITIS 
A consistent advertising pro- 
gram in Saturday Evening Post, 
Good Housekeeping, and Time 
has exposed Corditis to appli- 
ance customers everywhere. 

For over eleven years Belden 
advertising has promoted the 
acceptance and use of safe Cordi- 
tis-free Belden Electrical Cords. 

Millions of Belden Cords are 


used annually. Customers rec- 
ognize the value of safe Belden 
Electrical Cords. The demand 
for them is growing. Millions 
more are used every year. 


DEALERS EVERYWHERE 
are recognizing this demand. 
They are specifying Belden 
Cords on the merchandise they 
sell. And modern manu- 
facturers are glad to cooperate 
- +. to cut Corditis out of your 
sales picture . .. to help you 
sell more appliances with less 
grief and better profits. Specify 
Belden. 


Belden Manufacturing Co. 
4663 W. Van Buren St. 
Chicago, Ill. 


* —a dangerous disease of 

CORDITIS electrical cords; the symp- 
toms are frayed wire and broken plugs. It causes 
severe mental irritation and violent nervous 
disorders among electrical appliance users. 


Appliance Cord Sets approved by Good 

usekeeping Institute, listed as standard 
y Underwriters’ Laboratories, Inc., and 
certified by Electrical Testing Laboratories. 


ADVERTISED 
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in The Saturday Evening Post, 
Good Housekeeping, Time. 


ELECTRICAL CORDS 


FLUORESCENT LUMILINE LAMPS 
ANNOUNCED BY GENERAL ELECTRIC 


New Cool Light Sources, Providing as Much as 120 Times the Illumination 
| for Current Consumed as Filament Lamps of Same Color, and With Much 
Less Heat, Soon to be Available. 


Ward Harrison, director, G-E's Nela 

Park engineering department, demon- 

strates lumiline fluorescent lamps be- 
fore engineering societies. 


NEW YORK, N. Y.— Invisible sunrays, 
imprisoned within tubular glass bulbs, 
and bombarding chemical powders which 
serve as energy transformers, are now 
being used to produce cool light sources 
that duplicate all the pastel tints of the 
rainbow. 

The new light sources, designated as 
fluorescent lumiline lamps, provide hith- 
erto unobtainable tints of colored light 
with in some cases as much as 120 times 
the illumination for the current con- 
sumed as filament lamps of the same 
color, with only a fraction of the heat. 
One of them produces the nearest ap- 
proach to natural daylight ever achieved 
by any artificial illuminant. They were 
shown in perfected form for the first 
time here recently by Ward Harrison, 
‘ngineering director of General Electric’s 
Incandescent Lamp Department at Nela 
Park, Cleveland, O., where they were 
developed. 

Mr. Harrison, who introduced the new 
light sources at a joint meeting of the 
New York Electrical Society, American 
Institute of Electrical Engineers, and 
Illuminating Engineering Society, an- 
nounced that they would soon be avail- 
‘ble to the lighting industry. Because 
of their ability to produce any desired 
color and amount of light with greatly 
reduced heat, they were expected to 
affect materially many phases of present 
lighting practice, he said. 


Chemical Powders Hold Secret 


Fluorescent powders compound in the 
Nela Park laboratories, and specially 
heat-treated, hold the secrets of efficiency 
and color-producing qualities of the new 
lamps, Mr. Harrison revealed. Activated 
by ultra-violet, and functioning as trans- 
formers, the powders absorb the short, 
invisible ultra-violet rays and re-radiate 
this energy in those higher wave-bands 
that comprise the color range of the 
spectrum. Each powder has its own 
characteristic wave-band with which it 
responds to the ultra-violet, thus form- 
ing its own particular color of emitted 
ight. 

“The amount of light produced is 
governed by the intensity and quantity 


MAY, 


of the ultra-violet energy absorbed, and 
the efficiency with which this energy is 
re-radiated in the longer wave-bands,” Mr. 
Harrison explained. “For example, one 
powder will re-radiate the absorbed 
energy in the short wave-band of the 
spectrum, forming blue light; another, 
in the long wave-band of the spectrum, 
providing red light. Thus, by the proper 
selection and blending of powders, it is 
possible to produce re-radiation in prac- 
tically any desired part of the spectrum. 
This permits the production of light in 
hitherto unobtainable pastel tints as well 
as pure colors”. 

The individual powders differ in the 
efficiency with which they convert the 
ultra-violet energy into visible light, Mr. 
Harrison pointed out. For this reason, 
he said, the lamps producing the different 
colors of light vary within fairly wide 
limits. The green, for example, has been 
found to be most efficient, producing 60 
jumens-per-watt in the 30-watt size. The 
blue is least efficient—about 20 lumens- 
per-watt; with white in the intermediate 
range—approximately 30 lumens-per- 
watt. In comparing the relative efficien- 
cies of the new fluorescent and standard 
blue-coated tungsten lamps, Mr. Harri- 
son recalled that the latter produces only 
3/10’s lumens-per-watt, representing an 
efficiency of less than 1/200th that of the 
new fluorescent type. This is partly due, 
he said, to the fact that the brilliant 
tungsten filament emits light made up of 
all colors of the spectrum; hence, to 
obtain a single color, the others must be 
absorbed. No matter how efficient an 
incandescent lamp may be in producing 
its continuous spectrum, it cannot fur- 
nish light of a single color at low wat- 
tage consumption. 


Wide Field of Application 


“For decorative lighting fields where 
colored or tinted light is desirable, the 
fluorescent lamps open up entirely new 
and interesting possibilities that hereto- 
fore were impracticable” , Mr. Harrison 
declared. “If we stop to consider the 
efficiency at which we can obtain colored 
light with tungsten-filament lamps and 
compare it with the efficiency for similar 
colors of the new fluorescent lamps, we 
find that the latter may have an ad- 
vantage of at least 100-to-1 over the 
tungsten lamps from a_ lumen-per-watt 
standpoint”. 

Among the many fields of application 
for the new fluorescent lamps which 
Mr. Harrison enumerated were the fol- 
lowing: Theatre interiors, foyers, rest 
rooms and marquees ; hotel dining rooms, 
lobbies, rest rooms and ball-rooms; in 
specialty shops and similar departments 
in large stores—men’s wear, furs, beauty 
parlors, art shops, silk and dress goods; 
art galleries, cocktail bars, soda shops, 
night clubs, dance halls, architectural 
built-in lighting in many forms, show 
cases, wall cases, vending oo 
game machines, music cabinets, lumi 
signs, mirror lights, vanity table lights, 
private offices, homes, expositions, rail- 
way Cars. 

At present, Mr. Harrison announced, 
manufacture of the new fluorescent lamns 
is being confined to the 15-, 20-, and 3- 
watt sizes. The lengths of these «re 
eighteen, twenty-four, and_ thirty--'x 
inches, respectively, with bulb diamet:rs 
of one inch for the 15- and 20-watt sizcs, 
and 14” for the 30-watt size. At each 
end, the lamps are equipped with me‘al 
caps holding two base-pins, similar 
those on radiotrons. These are inser ed 
into a new type of slotted lock-soc .ct 
and given a quarter-turn to fasten “ie 
lamp securely in position. 
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4 MORE CITIES GET 
TVA POWER 


<NOXVILLE, TENN.—Approval of | 


pover contracts with the cities of Clarks- 
ville, Etowah, and Lewisburg, Tennessee, 
ani Albertville, Alabama, was announced 
recently by the Tennessee Valley Au- 
thority. This brings to a total of 30 the 
number of cities with contracts for the 
purchase of wholesale surplus power 
from the Authority’s navigation and flood 
control dams. Eighteen of these munici- 
palities are now receiving service from 
the Authority. 

The Authority also has power con- 
tracts with 18 electric cooperative associ- 


ations, 16 of which are now being served. | 


Clarksville, with a population of about 
10,000, is the largest of the four cities 
with which contracts have just been ap- 
proved by the TVA board. It is north- 
west of Nashville, in Montgomery 
County. 

Citizens of Clarksville voted 578 to 
316 on October 8, 1936, in favor of 
acquiring a municipal electric distribu- 
tion system. The city is now served by 
the Kentucky-Tennessee Power and 
Light Company. Service to Clarksville 
will be furnished by construction of a 
44,000 volt transmission line from Dick- 
son, Tennessee, about 35 miles away, 
which has been distributing TVA power 
since May 1936. 

Lewisburg, a city of 3,100 population 
in Marshall County, will be served by 
a short extension from existing lines 
serving the Duck River Electric Mem- 
bership Corporation. Acquisition of a 
municipal distribution system was ap- 
proved in a referendum on October 28, 
1935, by a vote of 465 to 5. 

The City of Etowah, which has a 
population of about 4,500, will be served 
by a 44,000 volt transmission line from 
Watts Bar, about 33 miles away. At 
the present time, the city is served by the 
Etowah Water and Light Company, 
which purchases wholesale power from 
the Tennessee Electric Power Company. 


EHFA SIGNS UP MORE 
COMMUNITIES 


Electric Home and Farm Authority 
today announced that contracts had been 
closed with the Barron County Electric 
Cooperative, Barron, Wisconsin; Inter- 
County Rural Electric Cooperative Cor- 
poration, Danville, Kentucky; City of 
East Point, Georgia, which operates a 
municipal utility; Wright-Hennepin Co- 
operative Electric Association, Cokato, 
Minnesota; The Satilla Rural Electric 
Membership Corporation, Alma, Georgia ; 
the Valley Electric Membership Corpo- 
tation, Natchitoches, Louisiana; Inland 
Empire Rural Electrification, Incorpo- 
rated, Spokane, Washington; Boone 
County Cooperative Electric Association, 
Columbia, Missouri; Burt County Rural 
Public Power District, Tekamah, Ne- 
braska; Carlton County Cooperative 
Power Association, Kettle River, Min- 
nesota; and Central Electric Power As- 
sociation, Carthage, Mississippi; the 
Monona County Rural Electric Cooper- 
ative, Onawa, Iowa; The Trempealeau 
Electric Cooperative, Arcadia, Wiscon- 
sin; Stearns Cooperative Electric Associ- 
ation, Melrose, Minnesota; Buffalo Elec- 
tric Cooperative, Alma, Wisconsin; 
Douglas County Co’op Light & Power 
Association, Alexandria, Minnesota; and 
The Simsbury Electric Company, Sims- 
bury, Connecticut; the City of Roseville, 
California, which owns and operates the 
local municipal utility; the Modesto Irri- 
gation District, Modesto, California. The 
contracts provide that Electric Home and 
Farm Authority and the Utility will co- 
operate in financing the sale of electrical 
appliances for use by consumers located 
m the utility's power lines. 


Specially designed 
“Bride's Blue” carton 
tich in Gift appeal. 


$ 05 


NOW ONLY 


Also Kitchen Range 
Model Black Moldex 
Trim $3.55 VALUE 
now only $2.95 
(red $3.85 value for 
$3.25) with Strainex 


New Delray 
Model Black 


MoldexTrim 
- (red $6.35 value for 
$5.25) with Strainex 


29,71 2,349 Advertisements Concentroted 


During the “Wedding Season” in these Magazines 
... Saturday Evening Post, Good Housekeeping, 
Ladies’ Home Journal, McCall's, Woman's HomeCom- 
panion, American Weekly, Better Homes & Gardens, 
American Home, This Week, House & Garden, 
House Beautiful, The New Yorker, Harper's Bazaar. 


LET THESE ADS SELL 
SILEX FOR YOU! 


TRADE MARK Pat OFF 


“BRIDE’S SPECIAL” 


Combination Glass Coffee and Tea Maker 


@ Smashing through with a “Bride's Special” value — 
available in both electric table and kitchen range models 
—and an intensive, hard-hitting, advertising drive— 
SILEX offers you the big opportunity of the Wedding 
Gift season. 

With such tremendous, sales - making support and the 
Silex reputation as the pioneer glass coffee maker that 
revolutionized the entire art of coffee brewing, this pro- 
motion is the event of the day. Get behind Silex. Tie in 
with “Bride's Special” counters and window displays! 
Your best customers will be repeatedly sold by Silex 
advertising in the magazines listed. 


HERE’S THE DEAL 


that will make Profits Soar...The very latest Silex Glass 
Coffee Maker, Delray Model in black or red Moldex trim 
with the newly designed Delray stove and Strainex, for 
making delicious tea, “it strains as it pours”. Black $6.05 
value $4.95 (red $6.35 value $5.25). 


For those customers who want a kitchen range model 
for use directly over the open flame of a gas, electric, 
coal, oil or wood stove—here is a “Brides Special” Kit- 
chen Range Model Silex Glass Coffee Maker with either 
black or red trim—and a Strainex. Every bride will be 
thrilled with this gift—a $3.55 value for only $2.95 in 
black—a $3.85 value for only $3.25 in red. 


OFFER GOOD LIMITED TIME ONLY 


The beautiful new Delray stove is low, graceful and em- 
bodies the famous Silex “quick tooling” feature .. . 
brewing completed without removing glass from stove. 
The “Bride's Special” also includes other Silex exclusive 
features: Pyrex Brand Glass, guaranteed against heat 
breakage; patented Silex filter insures clear coffee free 
of all sediment. 


Strainex .. . “It strains as it pours” 


Converts lower Silex bow! into 
a self-straining tea maker. 


1. Spring presses disc against neck of 1. 
bowl. 
2. Self-aligning perforated disc; stops 2. 
small leaves. 3. 
3. Neck of tea maker bowl. 4. 
4. Strainer stops large leaves, allows free \ 
flow of tea. 5. 
5. Spring clip holds strainer in neck of ‘ 
bowl. 


THE SILEX COMPANY, DEPT. M, HARTFORD, CONN. 


BREWING COMPLETED WITHOUT REMOVING GLASS FROM STOVE 
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WHITEHEAD MONEL KITCHEN 


-.-AT OUR 


Mr. G 
E X P E N Ss E tising an 
back to 
-- the post 
Put ona big sales-building ———_ tion mat 
facturer 
contest. Read the quick | ment of 
turers i 
facts and take advantage | home. a 
of the free offer below. mes || ee 
| the air 
i tising a 
all com 
liquid c 
matic h 
Two | 
Take vour choice of position 
‘0 Monel kitcl 
these two Monel kitchens. frigerat 
manufa 
P 
Franl 
Porcela 
nounces 
Pearce 
cially in quality electric appli- 
ances. You give away FREE a 
complete new kitchen, and get 
the benefit of the attendant ex- 
citement and publicity. 
Take advantage of a million 
dollars’ worth of National Ad- 
vertising. Feature Whitehead and 
Monel products that are adver- 
tised consistently in top-notch mag- 
Give away... absolutely FREE... ing Kitchen with lustrous sink and azines reaching more than ten mil- 
a smart up-to-the-minute, model shining work surfaces of silvery lion readers. Act now... 
Monel* kitchen! Attract crowds of Monel... AT OUR EXPENSE. mail attached coupon. 
eager prospects! Make your show- What a break for you! You buy Mr. 
¢ career 
rooms the headquarters for electric one kitchen...we give you an- at We 
kitchen equipment in your com- other, free. You make your cine 2 
munity showroom the big center of THE INTERNATIONAL 
Open to all of your customers attraction. You display your COMPANY, INC. Pearce 
67 Wall Street, New York, N.Y. ~ with tl 
and prospects. No entrance fee. appliances in a real kitehen Send me full details about the Monel /j & Lav 
an Kitchen Contest and your FREE burgh, 
Nothing to buy. The winner gets a atmosphere. You create inter- " 
‘pe , . e ent 
beautiful new Whitehead Work-Sav- est in your whole line...espe- Furnit 
Tenne: 
THE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL ST., NEW YORK, N. Y. por 
***Monel™ is a registered trade-mark of The International Nickel Company, Inc., which is cializir 
applied to a nickel alloy containing approximately two-thirds nickel and one-third copper. piece | 
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Crosley 


The appointment of John S. Garceau 

the position of manager of advertising 
and sales promotion of the Crosley Radio 
Corporation, has been announced by Mr. 
Lewis M. Crosley, executive vice-pres- 
dent. 


JOHN S. GARCEAU 


Mr. Garceau’s experience as an adver- 
tising and sales promotion executive dates 
back to 1921. Twelve years ago he left 
the post of advertising and sales promo- 
tion manager for a leading paint manu- 
facturer to join the advertising depart- 
ment of one of the well-known manufac- 
turers in the electric refrigeration and 
home appliance field. For 10 years he 
remained with that company, successively 
filling the positions of sales promotion 
manager. advertising manager for the 
domestic division, advertising manager for 
the air conditioning division, ard adver 
tising and sales promotion manager for 
all commercial divisions of refrigeration, 
liquid cooling, air conditioning and auto- 
matic heating equipment. 

Two years ago he was appointed to the 
position of advertising and sales promo 


tion for the radio, home laundry and re- 
frigeration divisions of another major 
manutacturer. 


Porcelain Enamel Institute 


Frank E. Hodek, | President of the 
Porcelain Enamel Institute, Chicago, an- 
nounces the appointment of Charles S. 
Pearce as position 
vacated by Geo. P. 


secretary to fill the 
MacKnight. 


CHARLES S. PIERCE 


Mr. Pearce started his industrial 
career with the Weirton Steel Company 
at Weirton, W. Virgin’a in 1918 He 
left there in 1920 to attend college, gradu- 
ating from Ohio State University in 1924, 
after specializirg in Industrial Manage- 
ment. During his college years, Mr. 
Pearce was employed for a short time 
with the Foundries Division of the Jones 
& Laughlin Steel Corporation at Pitts- 
burgh, Pennsylvania. 

Immediately after leaving Ohio State 
he entered the empley of the Tennessee 
Furniture Corporation, Chattanooga. 
Tennessee. This concern was at that 
time producing some of the first all-por- 
celain enameled refrigerators and spe 
cializing in the development of the one- 
piece porcelain enameled liner. 
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In 1926, Mr. Pearce joined the Bud- 
getary Control Division of the Frigidaire 
Corporation at Dayton, Ohio. In the next 
four years he held various office and fac- 
tory positions with that company. In 
1930 he was made head of the Porcelain 
Enameling Department, at that time the 
largest wet process enameling plant in 
the United States. 

Mr. Pearce left this position early in 
1935 to head up the enameling operations 
of the Davidson Enamel Company at 
Clyde, Ohio. 

In the Fall of 1935 he joined the Farm 
Security Administration as Assistant Di- 
rector of Personnel, which position he 
leaves to assume his new duties. 

In selecting Mr. Pearce as Secretary, 
the officers point to his wide range of 
experience in the manufacture of porcelah: 
enamel as eminently fitting him to serve 
the industry through the facilities of the 
Porcelain Enamel Institute. 


Toastmaster 


The Toastmaster Products Division of 
the McGraw Electric Company announces 
the appointment of Burton M. Riker as 
assistant sales manager of its commercial 
equipment Mr. Riker will 
assist Kenneth C. Gifford, general sales 
manager of the company, in directing the 
sales of the various Toastmaster products 
to hotels, restaurants, fountains, clubs and 
institutions. 


BURTON M. RIKER 


In 1928 Mr. Riker won the James H. 
McGraw N. E. L. A. Prize Award for 
his paper on ‘Electric Heating.” Chair 
man of the National Commercial Cooking 
Committee of the N. E. L. A. for several 
years, he later followed the promotion of 
commercial cooking sales for the Power 
and Heating Committee of Edison Elec- 
tric Institute. 


Westinghouse 


ment of David S. 
manager of water heater sales and Stan 
ley G. F sher as manager of dishwasher 
sales has just been announced by Reese 
Mills, manager cf the Westinghouse 


The appoint Gray as 


DAVID S. GRAY 
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range and water heater department. Both 
men will center their activities at West- 
inghouse Merchandising Division head- 
quarters in Mansfield, O. 


STANLEY G. FISHER 


Gray, the newly appointed Manager of 
Water Heater Sales, has been affliated 
with the Central District of Westinghouse 
as its range and water heater supervisor. 

Fisher has been in the dishwasher sales 
department for approximately eight 
months, transferred to the Sales Depart- 
ment after having been connected with the 
Westinghouse Merchandise Advertising 
Department for séme two years. He was 
responsible for the Dishwasher and 
Water Heater advertising activities while 
in that department. 


Westinghouse 


J. K. B. Hare, long a well-known sales 
executive, has been appointed central dis- 
trict maneger of the Westinghouse Elec- 
tric & Manufacturing Company. 

John Andrews, Jr., former district man- 
ager, joins the headquarters staff of the 
Company as assistant to vice-president in 
charge of sales. He will retain his 
offices in. Pittsburgh. 


Silex 


The Silex Company announce _ that 
Gilbert Schade has been appointed sales 


promotion manager. Schade was 
formerly with John B. Fairbairn Adver- 
tising Agency. 


Westinghouse Lamp Division 


A. E. Snyder, executive 
of the Westinghouse 
Westinghouse Electric & Manufacturing 
Company, has announced the appo:ntment 
of Adolph Frankel as merchandising man- 
ager. Mr. Frankel is opening temporary 
headquarters at 10 High Street, Boston, 
Mass., where he will establish the first 
regional field office for handling the dis- 
tribution and marketing of the new West- 
inghouse Steri-lamp, the result of many 
years experimentation by Drs. Harvey C. 
Rentschler and Robert F. James of the 
Westinghouse rescarch laboratories. 


sales manager 
Lamp Division, 


ADOLPH FRANKEL 


| During the 


Landers, Frary & Clark 


Bret C. Neece was elected vice-presi- 
dent of Landers, Frary & Clark at a 
recent meeting of the Board of Directors. 
Mr. Neece, who is sales manager of the 
Major Appliance Division, has been as- 
sociated with the organization for the 
past 15 years, coming to the company 
after graduating from Lombard College 
in Illinois. 


Universal Cooler 


J. Howard Teagan has been appointed 
export manager of the Universal 
Cooler Corporation according to an 
announcement by Frank S. McNeal, 
president and general manager of the 
company. 


Delco 


Appointment of Richard C. Fassnacht 
as district manager in Metropolitan 
New York area has been recently an 
nounced by sales manager E. W. 
Jones of the Refrigeration Division of 


| Portable Elevator Mfg Co., Bloom- 
ington, Illinois. 
Kelvinator 


Effective April 15, J. B. Reeves took 
over the managership of Kelvinator’s 
Eastern Division on all commercial lines. 
This announcement by J. A. Harlan, 
| manager of Kelvinator Commercial Di- 
| vision, marks an important step in Kel- 


vinator’s plans for increased commercial 
eastern 


sales activity in the 


territory 
during 1938. 


J. B. REEVES 


past four years 
vinator, Mr. Reeves has held positions 
as district manager on both commercial 
and household products in the New Eng- 


with Kel- 


| land territory, and just prior to his 
| latest promotion, was regional manager 
| of the southeastern territory. 


L. T. M. RALSTON 


Announcement of L. T. M. 
iormer Eastern Divisional Manager, as 
head of a new National User Sales De- 
partment in New York City, was made 
April 15. The new department will pro- 
vide a central source for all engineering, 
contact, installation and billing on sales 
to chain stores and similar business of 
national scope. 

Mr. Harlan 


Ralston, 


states that the move is 
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8” HOUSEHOLD 
SAFE-FLEX 


$4.95 


Compact! 
Powerful! 


The biggest fan value 
in America! 


Copyright 1938 


SAMSON UNITED CORP., 


Complete Line of 


SAFE-FLEX 


RUBBER BLADED FANS 
fills Every Fan Need 


Last YEAR you couldn’t get enough Safe- 
flex Rubber-Bladed Fans to fill all your orders. 
And this year more people than ever are 
going to demand this safe, modern, silent 
breeze-maker. 


Because for 1938, Samson introduces the first 
COMPLETE Safe-flex line. A fan for every 
purse and purpose. Yes .. . oscillating fans, 
and even big 24” Pedestal Air-Coolers. 
They’re 400% to 1400°% quieter, yet deliver 
more breeze than metal-bladed fans. So, you 
can imagine the jump the Safe-flex sales are 
going to take. 


That’s why we say—place your order now. 
Two sensational summer seasons have proven 
that Safe-flex ’way outsells anything else on 
the market. Busi- 
ness is waiting for 
you. But you must 
have MERCHAN.- SAFE-FLEX backed 
DISE if you want by biggest National 
to cash in. Inves- Advertising campaign 
tigate and get in ever put behind any 
your  commit- electric fan! 


28,000,000 sales- 
making advertising 
impressions .. . cover- 
ing 89.2% of all fan 
prospects right in 
your own territory. 


All Safe-Fiex 
Rubber Blades 
Guaranteed 5 Years 
Safe - flex rubber- 
bladed fans covered 
by U. S. Patent No. 


2,095,223. 
Woman's fom, Se Companion! 


- Housekeep- 
Business Week! 


and in the 
magazine section 


ALSO: Beautiful full color displays . 
banners .. 


. Window 
. newspaper advertising mats free! 


SAMSON Safe-flex 


RUBBER-BLADED ELECTRIC FANS 


ROCHESTER, NEW YORK 
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being made by Kelvinator to improve its 
service to chain stores, restaurants and 
other types of business operating in 
more than one city or state. Centering 
all contact and engineering activity under 
Mr. Ralston’s supervision in the Corpo- 
ration’s New York branch, will simplify 
and expedite service to a degree impos- 
sible under any other plan of operation. 


Hotpoint 


Appointment of divisional advertising 
men, to direct the advertising and sales 
promotion for the various Hotpoint major 
appliance lines, has been announced by 
W. A. Grove, advertising and sales pro- 
motion manager of the Edison General 
Electric Appliance Co. Inc. 


LYNN A. SAYLOR 


Lynn A. Saylor, a member of the 
Hotpoint Advertising Department for the 
past 9 years will direct the advertising 
of the Hotpoint Electric Range and com- 
mercial cooking equipment. Mr. Saylor 
joined the Hotpoint organization after 
serving the Chicago Herald and Examiner 
and Montgomery Ward and Co. 


W. C. JONES 


Advertising of the Hotpoint Refrigera- 
tor will be directed by W. C. Jones. He 
joined the Sales Promotion Department 
of the General Electric Co., in 1930 and 
later became sales promotion manager of 
the Keystone Appliance, Harrisburg, Pa. 


| He joined the Hotpoint organization in 
1937. 


NORMAN D. ECKLIFF 


Hotpoint water heater and kitchen 
sanitation advertising, including the new 
electric sink, dishwasher and kitchen 
waste unit, will be handled by Norman 
D. Eckliff. Mr. Eckliff has had extensive 


MAY, 


experience with the Chicago Tribune arj 
as assistant advertising manager of the 
Walgreen Co. He has also served with 
such advertising agencies as Campbe|! 
and Ewald Co., Blackett, Sample and 
Hummert, and H. W. Kastor and Son. 
He has been a member of the Advertising 
Department of the Edison General Elec- 
tric Appliance Co., for the past two year:. 


LEWIS M. RUSSELL 


Lewis M. Russell will direct the adver- 
tising and sales promotion of Hotpoint 
washers and ironers. Mr. Russell has 
served with Blackett, Sample and Hum- 
mert, Chicago advertising agency and as 
assistant advertising manager of Utilities 
Power and Light Corp. 


R. F. BLAINE 


R. F. Blaine will direct the advertising 
of the Hotpoint Kitchen. Mr. Blaine 
joined the Hotpoint organization in 1935 
as sales representative. He was trans- 
ferred to the Advertising Department 
in 1937. 

In their new positions, these men will 
work under the supervision of Mr. Grove. 


Burgess Battery 


The Burgess Battery Company has 
elected Mr. Dan W. Hirtle, president and 
Dr. C. F. Burgess chairman of the 
Board of Directors at its annual meeting 
held March 26, 1938. 

Prior to his association with Burgess, 
Mr. Hirtle was an Assistant Superin- 
tendent of the American Rolling Mills 
Company, Middleton, Ohio. 


DAN W. HIRTLE 


With the Burgess organizations, he be 
came General Superintendent of the Fre« 
port Burgess plant and rose rapidly t 
Production Manager, later Vice Pres: 
dent, and now President 
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nore economically and costs 
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_othér refrigerator on “the 
merket. Blie Flash . Sale 
ore increasing sensationallyt 
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‘No Installation 
Problem 
install. No 
needed: Just plug 
light ‘s¢eKet. Place it amy 
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store, against the or 
‘behind the counter. 


Saves Shelf Space 
Designed to save the me 


use@-as a Table. as a Coun 
ter, or as an Island Dispig 


Read these other Out 
standing Advantage: 


Attractive,’ Cool Blue 


Finish 
odern. Styling, Proper 
oportioned 


* Stainless Steel, Easy Slid- 


ing Covers 

* Pive Sided Refrigeration 
Principle 

* Pastest Cooling — Lowest 


and cold foods. 


chant's shelf space. It can. be 


‘DEALERS! 
DISTRIBUTORS! 


ron ‘REFRIGERAT TOR 


The Only Refrigerator that Meets the Needs of Every’ 


Merchant who Sells or Serves Foods or Beverages 


Here’s a sales ‘Natural’! Right now—as summer 
begins every Main Street Merchant who serves 
or sells FOODS OR BEVERAGES needs a Bruns- 
wick BLUE FLASH! It’s NEW—It’'s DIFFERENT— 
Nothing like it in the entire industry! 


BEVERAGES 
WET or DRY — 


TWO 
Refrigerators 
in O 

See this 


extra side- 


Attracts Customers —Costs Less! 


Merchants recognize the Brunswick BLUE FLASH 
as the only Table-Top Electric Refrigerator that 
offers both WET or DRY Refrigeration at an amaz- 
ingly low price! It’s convenient, too! And, its 
operating economy and cooling performance is 
unmatched by any other refrigerator. No wonder 


distributors and dealers are “going to town” with 
the BLUE FLASH! 


Now Is the Time to Get These Profits ! 


Some one will sell this new and profitable line 
in your territory. Why not YOU? It is recognized 
everywhere as the “Standout” of the industry and 
offers you a brand new market and source of 
substantial extra profits. Write for particulars, 
TODAY! 


Here's the Complete Line of BRUNSWICK BLUE FLASH Table-Top Electric Refrigerators 


MODEL B. For smaller space, this table-top MODEL D. An extra-capacity table-top refriger- MODEL F. Three compartments on top for 


model meets every need. Its single compart. ator with two storage compartments which may 


WET or DRY storage for bottled or canned 


ment can be used WET or DRY for bottled or be used WET or DRY for bottled or canned BEVERAGES or DRY for FOODS, with the 
canned BEVERAGES or DRY for FOODS. It BEVERAGES or DRY for FOODS. This model has’ greatest capacity and fastest cooling perform- 
has the extra value of the side door dry the additional advantage of the side door dry ance of any refrigerator on the market. This 


storage compartment. 


storage compartment. 
Total capacity approximately 9 cubic feet 


Total capacity approximately 14 cubic feet 


model has no side door storage compartment. 
Total capacity approximately 14 cubic feet 


Appliance Division, THE BRUNSWICK-BALKE-COLLENDER CoO. 


602 So. Wabash Ave., Chicago, Illinois 


Appliance Division, The Brunswick-Balke-Collénder Co., 
602 So. Wabash Ave., Chicago. 


Tell us more about the Brunswick Blue Flash EXCLUSIVE 
FRANCHISE. Send full particulars. 


Operating .Ccst Send this Coupon for Complete Name. 
» Loss Even When Details on the money making 
Tops Brunswick Blue Flash Franchise! 
Address 
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BEVERAGE & BEVERAGE-FOOD 


COOLERS 


Get complete facts about PELCO—the electric beverage 
and beverage-food coolers that make their own floating ice- 
bergs automatically as needed. PELCO has won leadership 
on MERIT—and gives you sales advantages that mean better VA 
returns for your sales effort. Here's why: f 


1. MARKET—Hotels, restaurants, bowlin alleys, taverns, lunch 
stands, dairies are all prospects for PELCO. Y 
2. PERFORMANCE—that is unequalled. Cools from room tempera- 


ture to desired degrees in about 30 minutes. 
3. SALES and MERCHANDISE HELPS—Full factory cooperation and ly 
protection . . . a strong national advertising background, GY 


4. MANUFACTURING REFINEMENTS—Nine 
super-power—sanitary 
baked ename! finish. 


CASH IN on PELCO in 1938. Address Desk C-58. 


stage cold control— 
enclosed coils—stainiess steel hardware— 


PORTABLE ELEVATOR MFG. CO. 


BLOOMINGTON, ILLINOUEUS 
In Canada - UNIVERSAL COOLER CO-of Canada -Ltd. 
BRANTFORD, ONTARIO 


j 
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Fairbanks-Morse 


The appointment of Earl L. Hadley as 
manager of advertising and sales promo- 
tion department of the Appliance Division 
of Fairbanks, Morse & Co. has been an- 
nounced by W. Paul Jones, general man- 
ager. For several years Mr. Hadley was 
in charge of advertising for the Grigsby- 
Grunow Company. More recently Mr. 
Hadley has been associated with Henri, 
Hurst & McDonald, Inc. of Chicago as 
account executive handling Fairbanks- 
Morse appliance advertising. 


EARL L. HADLEY 


The promotion of E. L. Hart, assistant 
factory service manager, to service man- 
ager of Fairbanks-Morse Home Appliance 
Division was also announced. Mr. Hart 
has been with Fairbanks-Morse for three 
years. 


Frigidaire 


Edgar A. Fisher, manager of the 
appliance engineering department, has 
been appointed general budget director 
of Frigidaire Division. 


F. H. McCORMICK 


F. H. McCormick, chief engineer, 
electric range engineering department, 
has been appointed manager of the 
appliance engineering department to 
succeed Mr. Fisher. He assumes 
charge of the engineering research and 
product development work on electric 
ranges, washers, water heaters and 
ironers. 


F. B. Connelly 


Appointment of Glenn Kerrihard as 
manager of the heating division of the 
*. B. Connelly Company, Norge dis- 
tributors for Washington and Oregon, 
was announced recently by Kenneth Con- 
nelly, vice president and general manager 
of the firm. 

For the past three years, Kerrihard has 
been heating department manager for one 
of Seattle’s leading department stores, and 
prior to that was associated with a na- 
tional oil burner manufacturer for fifteen 
years. 

T. C. “Cole” Cawthorne, formerly 
Borg-Warner Corporation’s home laundry 
specialist in the Pacific Northwest, has 
been appointed manager of the F. B. Con- 
nelly Company’s house at Portland, Ore- 
gon, according to an announcement made 
by Kenneth Connelly, vice president and 
general manager of the Connelly com- 
panies at Seattle and Portland. 


Hotpoint 


Mildred Hickman, widely known as q 
member of the Home Economics Depart- 
ment of the Edison General Electric Ap- 
pliance Co., Inc., has been appointed to 
take charge of the experimental and 
promotional work on Hotpoint refriger- 
ator and Kitchen Planning, according to 
an announcement by Mrs. Mary Lowel! 
Schwin, Manager of the Hotpoint Home 
Economics Department. 


MILDRED HICKMAN 


Miss Hickman has been engaged in 
electrical home economics work since 
leaving college. Most of her experience 
has been with the Hotpoint Company in 
a general capacity. She has conducted 
newspaper cooking schools in practically 
all of the principal cities in the United 
States, and for a time supervised maga- 
zine contacts for Hotpoint in New York 
City. 


G-E Commercial 


The appointment of Charles M. 
Rowland as sales manager for the 
Commercial Refrigeration Section oi 
the Specialty Appliance Sales Division 
of the Appliance and Merchandise De- 


CHARLES M. ROWLAND 


partment, General Electric Company, 
Nela Park, Cleveland, has been an- 
nounced by Harold T. Hulett, manager 


of the Section. 

Prior to his appointment Mr 
Rowland had been Commercial Sales 
Manager for the General Electric Sup- 


ply Corporation of Cleveland. 


Proctor 


Proctor Electric Company, Philadel- 
phia, announces that Miss Helen M. Ord- 
way, 1360 Marlboro Ave., Wilkinsburg, 
Pa., has been added to their staff of dem- 
onstrators. Miss Ordway will demon- 
strate Proctor appliances in the Joseph 
Horne Company, Pittsburgh, Pa. 

Proctor Electric Company also an- 
nounces that they have added the follow- 
ing representatives to their list: Mr. 
Jack L. Hursch, Denver, Colorado, who 
will represent them in the Colorado & 
Wyoming territory and Mr. Franklin B 
Davis, 316 Walton Bldg., Atlanta, 2, 
who will represent them in the southest 
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epresentatives of privately owned 
power companies, publicly owned utili- 
tires and state and federal officials all 
have a part in “Industrial West, Inc.,” 
an organization which has been or- 
ganized on the Pacific Coast to pro- 
mote the expansion of industry in the 
eleven western states through an ex- 
hibit at the Golden Gate International 
Exposition, to be held in San Fran- 
cisco in 1939. Three utility men are 
on the Board of Directors: R. E. 
Fisher, vice-president of the Pacific 
Gas and Electric Co.; H. E. Bauer, 
ot the Southern California Edison 
Company; and E,. F. Scattergood, 
general manager of the Los Angeles 
Bureau of Power and Light. Of the 
$1,300,000 being spent by the corpora- 
tion on the fair exhibit, $265,000 comes 
from the state, about $925,000 from 
the federal government and $100,000 
from western utility companies, who 
are taxing themselves 34¢ per meter. 


* * * 


Vancouver B. C.’s Retail Merchants 
Assn. has drafted a code of mer- 
chandising designed to clean up un- 
ethical methods throughout that dis- 
trict. Alexander Forst, president of 
Forst’s, Ltd., has been elected presi- 
dent of the electrical appliance and 
radio section, succeeding Langtry 
Bell, who has been president for the 
past four years. 


* * * 


Higher margins are a necessity if 
the wholesaler is to continue to func- 
tion efficiently, according to Robert 
Clark, president of the Westinghouse 
Electric Supply Corporation, address- 
ing the annual meeting of the Pacific 
Division of the N.E.W.A. held re- 
cently at Del Monte, Calif. The average 
gross margin for his own company 
has declined from 15.1 to 14.5 per 
cent in the past four years, he cited 
as an example, while at the same time 
the wholesaler has been asked by 
the manufacturer to take over addi- 
tional functions. With 56 per cent 
of the cost of doing business repre- 
sented by payroll, and Social Security 
tax adding another 3 per cent, effi- 
ciency can only be maintained if a 
wider margin is allowed he stated. 
Reports from western power company 
executives indicated that a decrease 
of 1.6 per cent is expected from 1938's 
record of $81,010,475 retail appliance 
sales (utilities, $6,918,334; dealers, the 
balance). Major appliance quotas for 
the coming year were announced as: 
ranges, 35,120; water heaters, 17,494; 
air heaters, 12,824 kw.; refrigerators, 
164,907. The fourteen power com- 
panies reporting expect to add 63,901 
new domestic customers during 1938. 


* * * 


Emerson radio roducts are to be 
distributed throughout Oregon and 
western Washington by the F. 
Connolly Company of Seattle and 
Portland. 


* * 


The Thermidor Electric Mfg. Co. 
of Los Angeles, manufacturers of elec- 
tric air and water heaters, announce 
the appointment of R. O. Webster, 
former sales engineer in the home of- 
fice, to the position of district man- 
ager of the Sacramente and Stockton 
district, with headquariers at Sacra- 
mento, Calif. Frank Collins, Portland, 
Ore., has taken over the Northwest 
representation of the company. 


* * * 


Encouraging the trend of the appli- 
ance business in the Intermountain 
district toward electrical dealers’ stores 
and away from the utilities, the Rocky 
Mountain Electrical League is this 
year apportioning its funds for local 
leagues on a twice a year basis con- 
tingent upon prompt election of offi- 
cers and perfection of a local plan of 
activities. Basis for distribution is the 


Western 


NEWS FLASHES 


ratio of electric customers in the local 
league’s territory to the total num- 
ber of customers in all the communi- 
ties served by all local leagues. Addi- 
tional organizations are to be added in 
new territories during 1938. 


The Thomson Sporting Goods Com- 
pany of Rexburg, Idaho did such a 
good radio business recently that they 
plan to add electric ranges, refrigera- 
tors and other appliances to their 
stock, 
* » 


R. S. Powell, manager of the R. S. 
Powell Appliance Company of Magna, 
Utah has sufficient confidence in 
prospects for the coming year to ex- 
pand his electric line. To the stock 
of Westinghouse ranges and refrig- 
erators which he sold last year he is 
adding L & H water heaters, G.E. 
radios, lamps and other small ap- 
pliances. 

* * 


Radio Studios, Inc., of Salt Lake 
City, Ogden and Logan, Utah is now 
adding a wholesale department to the 
Salt Lake store. Starting business 
during depression days under Alan J. 
Brown, Vernon C. Brown and Wayne 
Stillman, this company has expanded 
from an exclusive radio store to in- 
clude all major electric appliances. 
The wholesale department handles 
General Household Utilities Co. mer- 
chandise. 

* * * 


The Gamble Stores, Inc., have 
opened a new store in Evanston, Wy- 
oming, handling electric ranges, re- 
frigerators, radios, washers and other 
small appliances. 


* * * 


A complete model kitchen is being 
installed by the electrical department 
of Salt Lake City’s ZCMI, appropriate 
to the drive on L & H ranges and 
water heaters which was scheduled 
for March and April. 


* * 
Eureka, Utah boasts a new furni- 
ture store which carries a line of elec- 


tric ranges, refrigerators and laundry 
equipment. 


Bert Kendrick of the Northern 
Utah Electric Company has the envi- 
able record of selling over $10,000 
worth of refrigerators during 1937. 


* * 


A new electrical gadget for the 
farm was invented by a farmer near 
Grace, Idaho who was trying to find 
some method of heating whey for his 
pigs. He finally purchased about 60 
ft. of soil heating cable, consuming 
400 watts, which he wrapped around 
a wooden frame and immersed the 
contraption in the whey, purchased 
from a nearby cheese factory. It keeps 
the tank at 70 deg. and costs only 
about $3 a month for operation, 


* * * 


Sidney W. Russell, manager of the 
Dixon - Taylor - Russell Company of 
Provo, Utah and go-getter in the elec- 
trical appliance selling field, has been 
reelected to head the Provo Chamber 
of Commerce for the coming year. 


* * * 


Al Myers, president and manager of 
the L. J. Myberg Company is here- 
after to be known also as president 
of the San Francisco Better Business 
Bureau. 

* a * 


To be heard regularly on the air is 
the San Diego Consolidated Gas & 
Electric Co., which has undertaken a 
five-nights-weekly 15-minute radio pro- 
gram based upon episodes in the 
history of the electrical industry. 


* * * 


A sad loss to the electrical indus- 
try of the Intermountain district is 
the recent death of P. M. Parry, vice- 
president and commercial manager of 
the Utah Power and Light Company 
who died recently at the age of 58 
from a heart attack. Mr. Parry had 
been associated with the electrical in- 
dustry in Utah for thirty-four years 
and had been commercial manager of 
the Utah utility since 1919, vice- 
president since 1929. He was a past 
president of both the Electrical League 
of Utah and of the Northwest Elec- 

tric Light and Power Assn. 


“BETTER TURN HER OVER, MR. PHILLIPS—THAT SUN LAMP IS BURNING 
NOT TANNING HER" 


| 
| 
£2 


ELECTRICAL MERCHANDISING—APRIL, 1938 


A completely electric “snow cabin” 
located in the mountains near Soda 
Springs, Calif. has received consider- 
able publicity in San Francisco news- 
papers. It is owned by Dr. R. A. 
Reynolds of San Francisco and was 
designed by Francis Loyd, San Fran- 
cisco architect. The six-room ski 
house is equipped with an _ electric 
range, electric water heater, built-in 
air heaters in every room, and an 
electric ski waxing device, besides all 
the usual electric appliances found in 
most city homes. The cost of opera- 
tion, according to the doctor is very 
low, even in the severest of mountain 
winter weather. 


* * 


The Industrial Electric Company of 
Seattle has been announced as West- 
ern Washington distributor for Kel- 
vinator commercial refrigerators, air 
conditioning plants, oil burners and 
coal stokers. 

* * * 


The auditorium of the City Light 
Department of Seattle has been the 
scene of cooking schools sponsored by 
the Seattle P-I, with Berle Bryan, 
home economist of the department, in 


charge. 


The Sunset Electric Company, au- 
tomotive and electrical jobbers of 
Seattle, Wash. have moved to new 
quarters at Westlake and Thomas Sts. 
Included among the many unusual 
features of the new building is a sales 
institute room, which is to be de- 
voted to the training of salesmen for 
dealers. J. Condon, Jr., sales 
manager, is in charge of this work. 


* * * 


Kitchen planning and ads and pub- 
licity on kitchen and laundry equip- 
ment were prominent features of the 
special “Home Section” recently run 
by the Spokesman Review of Spokane, 
Wash. It is significant of the good 
job which has been done in this dis- 
trict that the series of small homes ad- 
vertised by a lumber firm for building 
at prices ranging from $3560 to $5730 
are all designed to have complete air 


conditioning. 
* * 


An introduction of 1938 Kelvinator 
refrigerators in Spokane, Wash. was 
marked by open house events for 
three days by the three dealers who 
carry this line. Tull & Gibbs and 
Ben Cohn & Bro. staged demonstra- 
tions featuring frozen desserts. 


* 


Hennessy’s store at Anaconda, Mon- 
tana made a major event of G.E. 
motored Duro work shops, directing 
special attention to the man of the 
house for that occasion. 


* * * 


Featuring electric mixers, was a 
demonstration presented before the 
Home Institute of the Los Angeles 
Times by Alice Robertson, home 
economist for the California division 
of the Hotpoint factory. 


* * * 


Downing’s is the name of the new 
household appliance store which 
opened in Fresno, Calif. on February 
19th, with an appropriate celebration. 


* * * 


“None sold for cash” is the an- 
nouncement used by the Federal of 
Sacramento, Calif. who have been of- 
fering specials (such as an automatic 
toaster, cutting board, tray and relish 
dish for $9.95) designed to acquaint 
people with their favorable terms. 


* * 


Meier & Frank of Portland, Ore. in- 
cluded electric ranges, washers and 
Grunow radios in a special “Portland 
Day Sale.” The radios were a second 
carload lot, the first carload at half- 
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DeLuxe Everhot Electric Cooking Chests, with 
Broiler and Chrome Stand, selling for several 
dollars less than when each part is purchased 
separately. Choice of colors. For 3-meal-a- 
day electric cooking. 


Mode! No. 755, less expensive Everhot Elec- 
tric Cooking Chest, fully equipped with pans; 
lifting, baking and broiling rack, etc., capac- 
ity equal to DeLuxe models. May be equipped 
with Chrome Stand and Broiler at special 
ensemble price. 


New Everhot Oval Electric Roaster and 
Broiler. Automatic control and signal light; 
fully equipped with pans, one-lift pan feature, 


> be etc. Popular price. 
Mode! No. 745 automatic Everhot Electric 
: Roasterette. Small-family, round roaster, with 


broiler and steamer: 
x able enameled inset; 


equipped with remov- 
aluminum _half-round 


pans; lifting, broiling rack; auto- 
matic control. Popular price. 
Smaller size Everhot Electric Roasterettes for 
casserole cooking, pot-roasting, etc. Choice 
ms 2 of 2 body colors. 2 heats obtained by revers- “te 
ing plug . . . needed in every home. 
7 
Everhot Timer- Clock turns "on" and 
“off."" Has many applications. be used wif 
with roaster, radio, washer, ee-maker, p 
heater, fan, small air conditioner, etc. $5.95 
list. 
> 
‘4 


EVERHOT for 1938 Offers 


COMPLETE ELECTRIC Cooking 
That All Can Afford 


Thousands of people who desire 
electric cooking can now afford 
it. The 1938 Everhot Line offers 
a genuine, complete kind of elec- 
tric cooking. It provides speed, 
capacity and automatic features 
of electric range cooking at a 
fraction of range costs. Operates 
conveniently and efficiently from 


an ordinary home wall-outlet. 

Every dealer who appreciates 
the magnitude of this electrical 
cooking market—who sees the 
great sales possibilities and prof- 
its in less expensive electrical 
cooking—should hear our Ever- 
hot story. Write or wire today 
to our nearest office. 


THE SWARTZBAUGH MANUFACTURING COMPANY, TOLEDO, OHIO 
Manufacturers of Quality Appliances Since 1884 


Chicago Office: 1498 Merchandise Mart New York Office: 
California Sales Offices: D. E. Sanford Co., 656 S. Los Angeles St., 
Sanford Co., 937 Howard St., 

Northwest Sales Office: D. E. Sanford Co., 


20 East 37th Street 
Los Angeles, Calif.; D. E. 
San Francisco, Calif. 

Terminal Sales Bldg., Seattle, Washington. 
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What started the Electric League 
of Casper, Wyoming, on its program 
of radio interference elimination was 
large number of electric razors 
it seems, are in use in that 
district. Interference of this type is 
of course easily prevented by use of 
socket attachment, but the League, 
once started on its course, is out now 
to educate the public to co-operate in 
eliminating other and easily 
traceable causes of reception trouble. 


* * 


Programs under way by the local 
Denver branch of the Rocky Moun- 
tain Electrical League include a cur- 
rent LE.S. lamp campaign, adequate 
wiring, a refrigerator campaign, which 
is to include a special section of pub- 
licity and advertising in one of the 
local papers, a spring exposition and 
a Graduation-June Bride campaign 
scheduled for early summer. 


* * * 
The May Company of Denver is 


opening a new appliance branch in 
that city, featuring Crosley appliances 


The new store will be located at 1226 | 


Broadway and will be known as the 
May Company Crosley Store. The 
idea is to tap a different residential 
district. The branch will have its 
own manager and independent sales 
force, much of whose activities will 
be in the field. 


* 


Albuquerque, New Mexico held a 
Better Homes Show in April in which 
practically all the electrical dealers 
had exhibits. 


The Portland Electric Company of 
Portland, Ore., announces extensive 
alterations of its first two floors. The 
first floor is to be given over to cus- 
tomer service, with removal of the 
electric appliance store, which is in 
line with the company’s recently 
adopted sales policy of discontinuing 
sale of small appliances. The second 
floor is being completely remodelled to 
provide a cooking school auditorium, 
all-electric demonstration kitchen, 
appliance display space and offices for 
the merchandising department em- 


ployees. 
* 


Following up the Los Angeles flood 
are advertisements from local mer- 
chants and banks looking to home re- 
pairs and remodelling, among them 
suggestions for restoring use of elec- 
trical equipment, or replacing it with 
new. The radio amateurs claimed the 
role of heroes of the occasions, inci- 
dentally, keeping the outside world in 
touch with what was going on when 
went down for a 
short period. In spite of a certain 
amount of unverified “scare” news 
which originated in heated imagina- 
tions and resulting annoyance on the 
part of business men and chambers of 


commerce, a genuine service was 
rendered. 

ee 
The “electrical Hill-Billy” has been 
smoking his pipe, strumming his 


| guitar and answering questions in the 


electrical department of The Paris 
Department Store of Salt Lake City. 
This has attracted many to view the 
1938 model electric kitchen which the 
store has installed. 


A total of 410 calls made by dealers 
and power company representatives 
upon low-use consumers on the lines 
of the Pacific Power and Light Com- 
pany during the last few months of 
1937 resulted in the sale of four elec- 
tric ranges, two water heaters, thir- 
teen refrigerators, sixteen washers 
and the same number of I.E.S. lamps, 
plus numerous other sales of smaller 


MAY, 


| 


appliances. Purchases by residential 
customers of this company as a whole 
average $95 per home served during 


the year. 


Success of the twelve-week essay 
contest on electrical ranges being 
staged by the Utah Power and Light 
Company is indicated by the ascend- 
ing scale of participation. First week 
showed 453 entries, second 518 entries 
and third week 740. 


West Coast Campaigns 
Scheduled for May—June 


Coast Counties Gas & Electric Co.— 
Santa Cruz, Calif.—Roasters, ranges 
and water heaters. Range demon- 
strations before rural organizations. 


Electrical Appliance Society of North- 
ern Calitornia—Refrigeration. 


Bureau of Power & Light, Los An- 
geles—Electric range, with alumi- 
num ware to the value of $14.25 in 
exchange for old cooking equipment 


Va'ley Electrical Supply Co., Fresno, 
Calif.—Electric roasters, water heat- 
ers for May, ranges and small ap- 
pliances for June. The San Joaquin 
Light & Power Corp. is working 
out a co-ordinated industry cam- 
paign to tell customers that they get 
the 


best possible bargain from 
money spent with the electrical 
industry. 


Bureau of Radio and Electrical Ap- 
pliances of San Diego, Calif.— May, 
refrigeration, with “Spring Fair.” 


Central Arizona Light & Power Co., 
Phoenix, Ariz. — May, automatic 
irons. June, air cooling equipment 
display. All activities promoted for 
dealer selling. 


Tacoma City Light—May, 
trade-in allowance. June, 
school. 


Puget Sound Power & Light Co. 
eattle, Wash.—Water heater and 
range campaign. Span of Life essay 
contest, with co-operation of dealers, 
distributors and manufacturers. 


Portland General Electric Co., Port- 
land, Ore.—Ranges. 


Pacific Power & Light Co., Portland, 
Ore. — May, refrigeration. June, 
all-electric kitchen. 


specia! 
cooking 


Washington Water Power Co., Spo- 
kane, Wash.—Ranges and _ water 
heaters. 


Utah Power and Light Co., Salt Lake 
City, Utah—Water heating, air con- 
ditioning, table appliances. 


Southern Colorado Power Company, 
Pueblo, Colo. — Ranges, cooking 
school. 


The Montana Power Co., Butte, Mon- 
tana—May, cookery. June, refrig- 
eration and cookery. Show in con- 
junction with dealers. 


Idaho Power Company, Boise, Idaho 
—Water heaters and ranges, re- 
frigerator shows in May. 


Public Service Company of Colorado, 
Denver, Colo.—I.E.S. lamps, Silvray 
fixtures, laundry equipment. Grad- 
uate and June bride promotion. T 
in with kitchen modernization mov e- 
ment. 


British Columbia Electric Railway 
Co., Ltd., Vancouver, B. 
tric and gas ranges and water he: t- 
ers. In May, co-operative effort 
part of all employees toward bui - 
ing up large sales volume throu ©) 
company salesrooms as part 
President’s Month activity 
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1. REMIND-O-CLOCK FACTS 


Interesting literature prepared by 
the Remind-o-clock Corporation on 
its “mechanical memory” clock 
(which reminds users of as many 
as 48 appointments in a 12-hour 


period) is available without charge. @ Knowledge is power—and good merchandising. No man can know too much 

It 

- B > HOTPOINT SALES AIDS about his merchandise—and about the literature and other sales aids pro- 
Sh asveithinn ant elit: ae te vided by the manufacturers to help him sell it. To keep posted, take advantage 

signed to boost your sales - _ of the free sales helps listed on this page. Circle the numbers of the items you 
point major appliances are detaile x : 
in a big 24-page mailing piece pre- want on the coupon—sign—detach and mail. You'll get full details free. 
pared by the Edison General Elec- 
tric Appliance Co., Inc. 
DISPLAY 
3. HAMILTON BEACH 11. G-E INSTRUMENT stressed are ease and inexpensive- 24. CRANE PLANNED | 
@ § An attractive window card showing BROCHURE ness of installation, and quietness KITCHENS | 
“When You Can Measure,” a The 16-page, two color booklet, 
handsome 32-page book published 19. DALLAS FAN LITERATURE “Family Planned Kitchens,” just 
' § 4. GOODRICH V-BELT by the General Electric Company, ; released by the Crane Co. details 
LITERATURE tells how measuring instruments are The new Dallas DeLuxe noiseless entire Crane line of kitchen sinks 
h- . designed, constructed and tested in circulating fan is the subject of lit- and contains a special “work sheet” 
A = 144-page V-belt data book G-E laboratories. erature which may be secured from insert on which Mrs, Housewife 
n- which lists over 3,000 appliance the Dallas Engineering Company. can plan her new or modernized 
;. 9 applications, and a 16-page V-belt 12. GOOD HOUSEKEEPING iteoteaee: 
in conversion list which shows how to BOOKLETS 8 ae wae 
it Goodrich belt that b 2 
belt of Pamphlets entitled “Household 26 NOW FULL LINE 
°, Products Tested and Approved,” Full details on the new American 
ake are offere e by 2 
- Gociieh Suen : and “Introduction to Good House- Beauty washer with special dis- The latest edition of the Black & 
in a keeping Institute” are offered free tributor and dealer proposition will Decker annual complete line cata- 
1s § 5. DRY-ZERO PRESENTATION by Good Housekeeping Magazine. ns sent you by the Getz W reer log is now ready. Get a copy of 
: ‘ ompany in return for your check this attractive book with its compre- 
= Here are the facts about refriger- 13. MODERN KITCHEN on this number. hae description of the B & D 
"| {g stor insulation and about Dry-Zero REPRINTS 21. VICTOR FAN CATALOG line of portable electric tools by 
Reprints of electric range advertise- With checking this number. 
- fj : As ments which appeared in the April ith your big fan sales season just 
and May several ahead, you'll want to see the spe- 26. BEARDSLEE CATALOG 
$e 
= publications and were sponsored by cial fan catalog published by Victor A big 64-page catalog titled, “Light- 

».. § 6. DEXTER GIANT BROADSIDE the Modern Kitchen Bureau are Electric Products, Inc. ing Styled by Beardslee,” is obtain- 
vailable. able f Beardslee Chandeli 
nt The giant-sized, four color broad- 22. MANNING-BOWMAN Chandetier 
or ff side now being mailed by the Dex- 14. UNIVERSAL VACUUM CONSUMER PIECE ae : 

ter C ; pictures eight ’ CLEANER PLA 

“Wofles—how 10 make ‘em: TE 

1¢ Hi their seven featured selling points. The spring merchandising plan for how to take ’em,” is the title of the 
Universal vacuum cleaners is pre- new recipe book and waffle-iron A 16-page catalog detailing dimen- 

>. § 7: FAY FLOOR MACHINE sented by Landers, Frary & Clark catalog prepared by Manning, Bow- sions, performance and prices of 
aol FOLDERS on a supplementary page to their man & Co. Housewives will “go” Emerson Exhaust and ventilating 
ay , , a regular catalog. for this extremely clever piece, so fans has been issued by the Emer- 

folders issued by the Fay Company 15. JOHNSON SPACE 
‘a of electric floor COOLER FACTS 23. PROCTOR SALES AIDS 28. VIKING SALES MANUAL 
| Clever, attractive, and highly ef- Attractive “pick up” leaflets are of- The new Viking-Air-Cool-ator is 
- 8. bony hs Ry ory fective is the new mailing piece for fered to dealers by the Proctor described in a manual just published 
Johnson space coolers. _ Prepared Electric Company to spotlight con- by the Viking Air Conditioning 
To further your sales of Royal by the Refrigeration Division of sumer attention on company’s auto- €orporation. Get it if you’re in- 
“4 vacuum cleaner combinations, (floor ae Pond matic toaster. tcrested in attic ventilation 
tions a consumer would be likely 

~ a ae pacer and at- to ask, shows how the cooler works, 

+ Oe eee ge eye and gives complete specifications. Check the item you want on this Coupon—sign—detach and mail. 

Put this on your “must have” list 

is this material free, but the Geier 

name on the circulars without REVISED CATALOG 

charge. CIRCLE NUMBERS 
2. A new 144-page issue of the L. H. 

a 9. WESTINGHOUSE Gilmer Company dealer belt catalog, ELECTRICAL MERCHANDISING 

HEATER STORY (covering 370 popular makes of 330 W. 42nd St., New York City 

ho fj A new water heater selling book oa is now ready for dis- Gentlemen: We would like to receive the DEALER LITERATURE identified 

re- offered by the Westinghouse Elec- noeeenene by numbers circled below: 
tric & Manufacturing Company pre- 17. BONNEY TOOL CATALOG : 

do, @ sents the story of electric water : : DEALER LITERATURE (MAY, 1938) 

ay @ heating in convincing pictorial The Bonney Forge & Tool Works | 2 3 

ad- fashion, has issued Catalog No. 38R cover- . 4 5 6 7 
ps ing refrigeration tools for refriger- 9 10 1 12 13 14 

gg ation service. 15 16 17 18 19 20 2! 

ay oh oe 18. TRANE CONDITIONING 22 23 24 25 26 27 28 

: Automatic Control equipment ha 

| . been recently issued by the Zenith Folder describing a new Trane hu- COMPANY 
ch Electric Company. No charge for midifying conditioner is available 
if your copy. from the Trane Company. Points STREET ADDRESS CITY _ 

STATE TITLE 


SIGN—AND MAIL. This coupon may be posted to a regulation post card, addressed on 


the reverse side and mailed for one cent. 
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THE PRODUCT 


@ In which new products and merchandise pass in review for your benefit. 


MONARCH Range 
Malleable Iron Range Co., 
Beaver Dam, Wis. 

* Model: Masterpiece portable, plug-in 
roaster-range for small apartment, 
summer cottage, etc. 

° Selling Features: Consists of a 10 qt. 


automatically controlled roaster and 
two standard Monarch Hi-Efficiency 
surface units with or without tubular 
chrome steel legs; only low cost 2- 
wire connection required; illuminated 
temperature control provides for all 
kinds of oven cooking, roasting, bak- 
is ing; roaster unit 1,000 watt; surface 
units 1,000 and 550 watts; 36 in. high, 
20 in. wide, 24 in. deep; cooking top 
20x23 in.; height of cooking top with- 
out legs 8 in.; porcelain finish, chrome 
trim; also available in model ER22A 
with or without legs in heavier watt- 
ages for standard range wiring 
Prices: ER12A (with legs) $54.50; 
ER12 (without legs) $49.50; ER22 
(without legs) $54.50; ER22A (with 
legs) $59.50.—Electrical Merchandis- 
; ing, May, 1938 


v 


REX Water Heaters 


The Cleveland Heater Co., 1933 W. 
114th St., Cleveland, Ohio 


Device: Rex 1938 automatic storage 
water heater 

Selling Features: Twenty-nine sizes 
from 5 to 100 gal. with one or two 
heating elements; 3 styles: round, 
square Nu-Mode and Table-High 
cabinet; table model available in 30 
gal. capacity only; snap-action ther- 
mostat controls water temperatures 
—dial can be set from 100 to 200 
degs. F.; Chromalox elements range 
from 500 to 3,000 watts as specified: 
heavy Cop-R-Loy or Everdur cop- 
per storage tank; built-in patrol 
temperature and pressure relief 
valve; water inlet baffle; drain valve 
for periodic flushing of tank; white 
baked enamel! finish with black trim; 
color combinations on request.— 


Electrical Merchandising, May, 1938. 
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PRIMA Washers 


Prima Mfg. Corp., Sidney, Ohio 


Vodels; No 938 and 538. 
Selling Features; De Luxe Spin Dry 


938 equipped with 23 in. oversize 
tub; full capacity 124 in. tank sub- 
stantially anchored; large Prima 
Mid-Zone agitator with outside 
control; automatic timer for wash- 
ing and drying; oilless, rubber 
mounted heavy duty ? h.p. motor; 
enclosed gear mechanism with life- 
time lubrication; pump; all white 
finish with chrome trim. 

DeLuxe model 538 equipped with 
23 in. oversize tub; large Super 
Never-Crush wringer rolls, 1 piece 
aluminum wringer frame; Prima 
Mid-Zone agitator; ? h.p. motor, 
white finish, chrome trim.—Elec- 
trical Merchandising, May, 1938. 


MERRYWAY Mixer 
Merryway Co., Poughkeepsie, N. Y. 


Device: Model B 5 qt. mixer and 


food preparer. 

Standard equip- 
ment consists of a power unit with 
a 110 volt, 60 cycle ac. motor; 
detachable cast aluminum planetary 
mixing head, for use of other at- 
tachments; flat aluminum beater 
for mixing, beating and mashing; 
wire whip for cream, eggs, icing, 
etc.; and a 5 qt. unbreakable mix- 
ing bowl, 2 mixing speeds; attach- 
ments snap into place instantly con- 
sist of fruit juice extractor, coffee 
mill, pea and bean sheller, colander, 
food chopper, pastry knife, dough 
hook, pouring chute, oil driper, ice 
crusher, ice cream freezer, slicer, 
shredder and grater plates, white 
Dulux porcelain case streamlined to 
fit modern kitchen is 154 in. high, 
74 in. wide and 12 in. deep. 


Price: Model B unit with standard 


equipment $48, attachments extra.— 
Electrical Merchandising, May, 1938. 


LITTLE WONDER Water Heater 


Hynes & Cox Electric Corp., 406 N. 


Pearl St., Albany, N. Y. 


Device: 14 gal. water heater to be 


hung over kitchen sink. 


Selling Features: Supplies 14 gal. hot 


water at one time and reheats 
quickly ; requires no hot water tank 
or piping; strap-on type element; 
1400 watts, 115 volts; adjustable, 
positive snap action thermostat; 
nickel plated inlet tube with adap- 
ter; gravity syphon type outlet 
tube; glass wool insulation; at- 
tached cord is plugged into a 115 
volt outlet; thermostat is set to 
maintain water temperature at 150 
degs. and will turn off element 
when water reaches this tempera- 
ture. — Electrical Merchandising, 


May, 1938. 
v 


G-E Fans 


General Electric Co., Mdse and Appli- 


ance Dept., Bridgeport, Conn. 


Models; Five new “Vortalex” blade 


fans. 


Selling Features: Super-quiet blades 


are scientifically shaped and pitched 
for efficiency; Master model is 
equipped with capacitor-type motor ; 
other models equipped with shaded 
pole, induction type motor; other 
features include self-aligning, ball- 
seat porous-metal bearings, stream- 
line guard design, thumb-nut tilting 
adjustment and felt-covered base; 
black enamel finish with chrome 
trim; polished aluminum blades; 
positive-acting snap switch in base 
provides 3 speeds. 


Prices: Small desk fans non-oscillat- 


ing $12.95, oscillating $14.95; me- 
dium size, oscillating $18.20; large 
28.50 ; Master, $37.50. Pedestal type 
oscillating models small, $18.95: 
medium, $22.20; large $33.50 and 
Master, $44.—Electrical Merchandis- 
ing, May, 1938. 


JUNE, 1938—ELECTRICAL MERCHANDISING 


EASY Washers 


Easy Washing Machine Corp., 
Syracuse, N. Y. 


Models: In addition to its Spiralator 


and vacuum cup washers, Easy has 
announced a new “Rubber-tected” 
Turbolator which is available on 7 
new models. 


Selling Features: New Rubber-tected 


Turbolator is similar in design to 
Easy “3-zone metal turbolator’ ex- 
cept that the framework only is 
metal with a soft pliable rubber 
covering which will not wear out 
and which is easier on clothes, the 
manufacturers claim; other features 
included in this new line are the 
“Sentinel” bar release on all Easy 


- 


wringers; “Easy-feed” guide board; 
“Easy-matic Laundress’”—operator 
sets pointer on dial for type of 
clothes to be washed and machine 
turns off automatically when clothes 
are done. For farm wives Easy has 
equipped 7 of its new models with 
Briggs-Stratton self-starting Start 
Charger—powered by a  4-cycle 
gasoline engine, the charger not only 
operates the washer it can also light 
three 25-watt bulbs, charge a stor- 
age battery and operate a _ radio 
White finish trimmed in black en- 
amel or chromium.—Electrical Mer- 
chandising, May, 1938. 
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EVERHOT Roaster 


Swartzbaugh Mfg. Co., Toledo, Ohi 


Model: No. 750 cooking chest. 
Selling Features: Large enough to 


roast a large size meal; also grills 
fries and toasts; fully equipped wit! 
kitchen stand, and enamel pans 
available in a choice of white ename 
with red trimmed pans, rust wit! 
black trimmed canary colored pans 
or aluminum pans; frying gridd! 
available as an “extra.” Electrica 
Merchandising, May, 1938 
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THE THOUSANDS of families interested in buying 
refrigerators, washing machines, room 
coolers, and similar conveniences, the name “C. I. T.” 
stands for a convenient method of enjoying while pay- 
ing. The C. I.T. Budget Plan has been used by millions 
of responsible purchasers of major household appli- 
ances as well as automobiles. Sensible budget buyers 
of these articles the country over have relied upon 
the protection of this Plan with its standard rates and 
terms to fit individual requirements. 


80% are “budget purchases” 


It is generally agreed that at least 80% of major house- 
hold appliances are acquired through the budget plan. 


This big percentage indicates how important it is that 
you use the nationally-known, friendly sales finane- 
ing service offered by C.1.T. It can actually help you 
close the sale. 

From your own standpoint Rie are still further 
advantages in financing through C. I. T.: 
— Ample funds for all requirements. 
— Tactful, on-the-spot credit investigation. 


— Immediate purchase of acceptable paper by local 
office near you. 


— Efficient, friendly collection service. 


—C.I1.T. service is national in scope and is not 
subject to local or regional business disturbances. 


C.1. T. is the world’s largest independent sales financing institution, established in 1908, and servicing dealers and 
purchasers everywhere through 182 local branch offices. Each branch is a self-contained, fully-functioning unit. 


Commercial Investment Trust Incorporated » C.LT. 


tion, New York, Chicago, San Francisco 


Universal Credit Co. *- Canadian Acceptance Corp. Ltd. + Commercial Factors Corp. « William 
Iselin & Co., Inc. + Meinhard, Greeff & Co., Ine, + National Surety Corp. + Subsidiary companies of 


| e COMMERCIAL INVESTMENT TRUST CORPORATION + ONE PARK AVE. NEW YORK CITY 
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@ In which new products 


and merchandise pass in review for your benefit. 


NESCO Roasters 


ational Enameling & Stamping Co 
Vilwaukee, Wis. 

Models: Weluxe Rectangular 9835 and 

Standard Rectangular 9834 
Deluxe 9835 has 18 
automatically controlled 
with hquid bulb thermostat with a dial 
graduated from 150 to 500 degs. and 
with an “off” position; hinged cover 
has 2 adjustable vents, and is double 
shell insulated with a chromium ex 
terior and stainless steel interior; fin- 
ished in ivory and black baked enamel 
with chromium trim; other teatures 
include cookie sheet, removable, black 
porcelain enameled cooking well, black 
porcelain enameled heating well, 4 

adjustable bake rack, glass 

wool insulation 

Standard 9834 has same features 
and capacity as Deluxe except cover 
is of single shell aluminum and ther- 
mostat is bi-metal type; no cookie 
sheet furnished. Accessories available 
ior these roasters include broiler grid- 
dle, 12-piece baking set; separate pan 
set, table server, and an ivory and 
black enameled roaster stand 
Deluxe 9835, $29.95; Standard, 
$22.95 Electrical Merchandisina, 
Ma 1938 


Selling leatures: 


qt. Capacity 


1 tion 
post n 


WESTINGHOUSE Cleaner Kit 
Westinghouse Elect & Mfa. Co., 
Mansfield, Ohio 
Device Eight-piece attachment set 

for Deluxe vacuum cleaner 

Yelling Features: Set consists of a 2 
piece hose assembly, furniture brush, 
dusting brush, radiator and blower 
tool, curved extension tube, straight 
extension tube, blower adapter ; 
spring latch makes each piece easily 
attachable; handy portable kit con- 
tains whole assembly making parts 
easily accessible and provides con- 
venient storage space when not in 
use.—Electrical Merchandising, May, 
1938 
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Frigidaire Div., 


Device: 


RECO Air Circulator 


Reynolds Electric Co., 2650 W. 
Congress St., Chicago, 


Vodels: De Luxe high stand, De 
Luxe low stand and Utility low 
stand models. 

Selling Features: All models non 
oscillating; De Luxe low § stand 
model 3 speeds—950, 1,350 and 1,650 
r.p.m.; Utility low stand model 
single speed, 1,650 r.p.m.; circulator 
blades 20 in.; can be tilted to any 
position from 15 below horizontal to 
vertical; 110 volts a.c. 60 cycles; 
high stand model height from floor 
to bottom of guard minimum 5 ft. 
maximum 8 ft.—Electrical Merchan- 
dising, May, 1938. 
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FRIGIDAIRE Beverage Coolers 


General Motors Corp., 
Dayton, Ohio 


New beverage coolers available 
in 4 models 

Selling Features: Largest model has a 
capacity for 300 6-o0z. or 250 12-oz. 
bottles; 4 section, sliding lids fit flush 
with top; lids may be removed for 
service during rush-hour periods; 3 
removable dividers in storage com- 
partment provide ready identification 
for bottled goods; 4-section removable 
wire rack supports bottles about 4 in. 
above bottom of storage compartment. 

Frigidaire “cold control” regulates 
temperature; thermal safety cut-out 
prevents motor overload; baked ma- 
roon wrinkle and baked black enamel 
finish with stainless metal trim. 

Two of the 3 smaller models are 
finished in white and green and 2-tone 
green respectively; each has capacity 
of 154 6-oz. or 128 12-oz. bottles 
easy-sliding doors with chrome han- 
dles; interior construction similar to 
larger model. Fourth model with 


gray wrinkle finish with red trim and 
hinged lids completes line 
Verchandising, May, 1938 


Electrical 


Selling Features: 


WARING Mixer 


Haring Corp., 1697 Broadway, 
New York City 


Device: Mixer-vegetable juicer. 

Selling Features: Reduces fresh or 
canned fruits and vegetables to liquid 
form also makes batters, white 
sauces and gravies; unit consists of 
37 oz. tempered glass container with 
stainless steel agitator assembly in 
bottom in chromium plated zinc die- 
cast base that houses bottom drive, 
dual speed motor mechanism; a.c. 
or d.c. 110 volts, 25-60 cycles; ‘four- 
leaf clover shape of glass container 
and blade assembly creates whirl- 
pool effect which draws contents 
down instead of pushing it up, elimi- 
nating need for cover and possibility 
of splashing; also reduces cracked 
ice to smooth frappe for drinks.— 
Electrical Merchandising, May, 1938. 


VIKING Oil Burning Heater 


The Viking Mfg. Co., 600 S. High St., 
Akron, Ohio 


Models: Two new “Lo-Boy” forced air 


circulating heaters Nos. 400 and 428. 
Forced air feature 
reduces stratification of hot air near 
ceiling and increases the air changes 
per hour; lower height insures better 
circulation; recessed double doors give 
radiant heat when open; specially de- 
signed combustion chamber provides 
increased temperature, volume and 
velocity of air; new design pilot ring 
reduces “low” fire and produces fuel 
saving; thermostatic valve automati- 
cally maintains desired room tempera- 
ture; concealed tanks ; automatic draft 
regulator; humidifier combination 
fuel pump and control valve available 
at small extra cost for basement tank: 
Model 400 consumes a maximum of 
9 gal. in 24 hr.; 428, 12 to 14 gal. 
De Luxe walnut finish with chrome 
trim or standard brown and crinkle 
heat resisting enamel. — Electrical 
Merchandising, May, 1938. 
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EVERHOT Roasterette 


Swartsbaugh Mfg. Co., Toledo, Ohio 
740 automatic roaster- 


Device: 
ette. 

Selling Features: Small capacity, 
low cost, fully equipped roaster ; 
standard equipment consists of re- 
movable enameled inset pan, set of 
aluminum half-rounds baking 
rack with adjustable shelf; steamer 
section and a broiler attachment are 
offered as “extras.” Steamer sec- 
tion is placed on top of roasterette 
with water below in inset pan; half- 
round pans fit steamer if 2 foods 
are to be steamed.—Electrical Mer- 
chand'sing, May, 1938. 
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UNIVERSAL Irons 


Landers, Frary & Clark, New Britain, 
Conn. 


Models: E7163 Lightweight and E 7866 
Standardweight irons. 

Selling Features: Lightweight, 54 Ibs. 
1000 watts, Standardweight 7% 800 
watts; round heel is wrinkle-proof; 
air-cooled natural grip handle; 
finger tip automatic control provides 
correct heat for all fabrics and cuts 
off current; tapered point and 
beveled edges; permanently 
tached cord.—Electrical Merchan- 
dising, May, 1938. 


WESIX Heater 


Wesix Electric Heater Co., 390 First 
St., San Francisco, Calif. 


Device: “Bilt-in’ bathroom heater. 
Selling Features: Operates on same 
radiant-convection principle as W: 
six portable heaters; double action 
heating principle provides desired 
amount of infra-red rays and at same 
time circulates warm air at norm:! 
velocity without fans or motors; 
2-in-1 heating chamber provides hig! 
efficiency; 1,500 watts, 115 volt 
twin deflectors direct heat flow 
away from wall above heater; 

chrome finish, 
Price: $14.95.—Electrical Merchand::- 
ing, May, 1938. 
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HEN prospective customers walk into 
\ \ your electrical appliance shop, they 
are ready to talk business. That’s why it is so 
Vitally important that your store front com- 
mand the instant attention of the passer-by 
and create the urge to enter. A Pittco Front 
on your shop invites the prospective custom- 
er inside. It builds confidence in you and in 
the merchandise you sell. And, consequently, 
paves the way for increased business . . . the 
year around. 


me 

e- Put a front on your store that brings win- 

* dow shoppers inside! When remodeling, con- 
ed PI 

he sultan architect to assure you a well-planned, 
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Pittsburgh Plate Glass Company, 22624 Grant Bldg., Pittsburgh, Pa. 
Please send me, without obligation, your book entitled “Producing Bigger Profits with Pittco Store Fronts.” 


State 


A Pitteo Front makes 


Po 


economical job. Our staff of store front ex- 
perts will gladly cooperate with him in plan- 
ning a front to suit your needs. Mail the 
coupon for our free book of facts, figures and 
photographs that explains in detail how 
Pittco Fronts produce bigger profits. 

Be sure to see the Pittco Store Front Cara- 
van, now ona nation-wide tour. Contact our 
local branch for specific information as to 
when it will visit your territory. 

PITTSBURGH TIME PAYMENT PLAN 
Take up to 2 years to pay for your Pittco 
Front. Pay 20% down — the balance out of 
income. 


PLATE GLASS COMPANY 


A Pittco Front like the one on 
this electrical appliance shop 
in Pensacola, Fla. changes 
“window shoppers” into cus- 
tomers. It makes new friends 


for you and builds bigger 


profits. 
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TO RETAIL AT THE 


@ We know that American homes have 
been waiting for this new low-priced Tele- 
chron alarm clock. Because we called on 
2400 homes just to find out! And almost 
80° of them said that the next alarm clock 
they buy will be electric. There’s a tremen- 


dous mar 


This new Telechron alarm is priced within 
the reach of every one. It will sweep the 
alarm clock field! 

This new alarm has the features that have 
made the Telechron name famous. It is 
accurate and dependable. It is equipped 


with the same fine self-starting Telechron 


HERE’S THE BIGGEST NEWS IN 
THE ELECTRIC CLOCK INDUSTRY! 


NEW ALARM 


(Reg. U. 8. Pat. Off. by Warren Telechron Co.) 


SENSATIONAL PRICE OF ONLY 


ATTENDANT, Model No. 7H85, comes in a 
plastic case in mottled brown or ivory color. The 
brown case retails at $2.95, the ivory color at 
$3.50. Dispatcher (7H85-L), with luminous 
dial. Brown case, $3.95; ivory color, $4.50. 


motor, sealed in oil for quietness and 
long life. 


FAST-SELLING INTRODUCTORY PACKAGE 


To introduce this new alarm, a special pack- 
age has been prepared. It contains eight of the 
new alarms (Model Nos. 7H85 and 7H85-L) 
and four popular kitchen clocks (Buffet, Model 
No. 2H07). In the same package will be a 
display card, colorful descriptive circulars, and 
other merchandising material. All the sales 
helps you need to promote the sale of this 
new alarm! 


Take advantage of this introductory offer! Place 
your order with your Telechron distributor today! 


WARREN TELECHRON COMPANY 
158 MAIN STREET, ASHLAND, MASSACHUSETTS 
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ZENITH Radio Nurse 


Zenith Radio Corp., 601 Dickens Ave 
Chicago, Til. 


Device: Intercommunicating system 
which utilizes radio principles 1 
“keep an ear” on distant rooms 

Selling Features: Requires no wiring 
or installation, just plug in to near- 
est a.c. outlet; saves worry and 
steps in the care of children an 
invalids; also acts as burglar alarn 
—Electrical Merchandising, May 
1938 
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RITTENHOUSE Chimes 


The A. E. ogg Co. Inc., 
Honeoye Falls, y 


Device: 4-tube door chimes: Ambas 
sador and Ambassador Deluxe. 
Selling Features: Plays 8 Westmin- 
ister chime notes ; 2 additional sing! 
note signals available for rear door 
maid calls, etc.; operates on a 
with transformer ; uses synchronous 
motor drive; sound volume ad- 
justed to suit individual installa 
tions surface mounting. Ambassador 
tubes 14 in. diam; 52 in. long, | 
in. wide, ivory or bronze shield with 
gold figure. Ambassador Delux 
60 in. long, 10 in. wide; tubes 1) 
in. diam. solid cast bronze shield 
Price: Complete with special trans 
former—Ambassador, $34.50, black 
and chrome house with chrome 
tubes, $39.50; Ambassador Delux 
$50.—Electrical Merchandising, May, 

1938. 


DELCO Fan 


| 
Delco Appliance Div., General M tors 
Sales Corp., Rochester, N. 


Model: Delco Deluxe 12 in. oscillating 
fan No. 9060. 


Selling Features: Streamlined capacitog 
motor; enclosed oscillator equ ppe4 
with safety clutch; overlapping w'tra 
quiet blades; rotary type switch; 
streamlined base; 3-speeds; 32 \ atts 
115 volts, 60 cycles a.c. 

Price: $29.95.—Electrical Merch 
ing, May, 1938. 
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92 PAGES OF CONSTRUCTIVE 


SALES TRAINING 


Note These Chapter Headings: 


@ “Licking the Price Problem” 
@ “What People Buy” 

@ “Why People Buy” 

@ “The Buying Reason of Gain” 
@ “The Buying Reason of Safety 


@ “The Buying Reason of Con- 
venience’ 


@ “The Buying Reason of Pride” 


@ “How People Buy” 

@ “The Three Decisions that 
Govern Buying” 

@ “A Simple Selling Process” 

@ “Methods of Proof” 

@ “How to Handle Objections” 

@ “Find That Missing Buying 
Decision” 


@ “Putting It Up to the Prospect” 


“How to Close’’—etc. 


This 92-page book “How To Increase Your Sales” has been voted the most 


constructive piece of literature ever produced in this industry. That sounds 


like a flamboyant statement—but note we said 


“voted.” It is the statement 


made by dealers and manufacturers—not us. Proof of that statement is found 


in the fact that appliance manufacturers are buying literally thousands of copies 


for their own private distribution. Send for a copy today. You will want every 


member of your sales force to read it. As the Foreword says: “This book is 


not about porcelain enamel. This book is about selling.” Send for a copy 


now—before you forget. 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago, Illinois 


612 North Michigan Avenue, Chicago 


Name 


Firm 


Address 


PORCELAIN 


PORCELAIN ENAMEL INSTITUTE, Inc. 


Send me a copy of your FREE book: “How to Increase Your Sales.” 


” 


LIFE-LITE Ultra-Violet Lamps 


Ultra-Violet Products Inc., 
Los Angeles, Calif. 


Device: Streamlined, clock controlled 
ultra-violet lamps. 

Selling Features: Model M, stream- 
lined floor lamp finished in_ black, 
grey or maroon; J, adjustable floor 
model with slightly less ultra-violet 
output than model M; table model 
K companion to J; Model [U com- 
bines infra-red and ultra-violet in 
one—can be used separately or to- 
gether: model P similar to I-U 
without infra-red element, designed 
primarily for medical offices and 
hospitals. 

Prices: M, $84.50; J, $69.50; K, 
$54.50: IU $115, ac. and $125, 
d.c.; P $125, ac. and $135, d.c- 
Electrical Merchandising, May, 1938 


EVERHOT Timer-Clock 
Swartsbaugh Mfg. Co., Toledo, 


Device: No. 760.. 

Selling Features: Turns current “on” 
and “off” at predetermined time up 
to 12 hr.; supplied for use with 
Everhot Roaster-Cookers and other 
purposes. 

Price: $5.95.—Electrical Merchandis- 
ing, May, 1938. 


G-E Beverage Coolers 


General Electric Co., Commerci 
Refrig. Section, Specialty Applianc 
Div., Nela Park, Cleveland, 


Device: Two new beverage coole! 
models: super-service cooler T\- 
and the TM-34 cooler for averag 
cooling capacity. 

Selling Features: Portable and ready 
to plug in; TM-44 holds up to 27) 


cooling capacity up to 100 6-oz. bottle 
per hr. according to room temperature 
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Models: Three new Koldrink bottle 


with cooling capacity of 56 bottles per | 
hr. Dry storage compartments avail- 
able for all models at slight extra 
cost; level table tops equipped with 
easy-glide quick- action openers; lids 
have twin rollers and are easily re- 
movable for extra convenience; direct 
expansion cooling coil of copper elec- 
tro-tinned tubing in form of self-sup- 
porting zig-zag coil covers entire bot- 
tom of tank; twin-cylinder G-E 
Scotch giant condensing units; con- 
venient temperature control.—Elec- 
trical Merchandising, May, 1938. 


DOMINION Fans 


Dominion Electrical Mfg. Inc., 22 
Elm St., Mansfield, Ohio 


Models: Nos. 900, 910, 920 and 932. 

Selling Features: New streamlined 
guard design; air-flow type blades 
with long ribbed design; heavy cast 
base. No. 900 8 in. stationary and 
No. 910 8 in. oscillating, both with 
2 pole induction motor; No. 920 
10 in. stationary, No. 932 DeLuxe 
model 10 in. oscillating, equipped 
with 4-pole inductior type motor; 
110-120 volts, 60 cycles, a.c—Elec- 
trical Merchandising, May, 1938. 


CROSLEY Bottle Coolers 


Crosley Radio Corp., Cincinnati, Ohio 


coolers HL-8, HB-8 and HB-6. 


Selling Features: HL-8 may be equipped 
with dual tub, bubbler or automatic 
glass filler at aditional cost; can be 
used for wet and dry or dry refrigera- 
tion alone; white porcelain enamel 
dual compartment also available at 
slight additional cost; has capacity for 
127 6-0z, bottles or 116 12-0z. bottles; 
or 32 half-gal. bottles upright; double 
sliding top has stainless steel chan- 
nels; red and green finish. 

HB-8 holds 127 6-0z. or 116 12-oz. 
or 32 half-gallon bottles; hinged top 
in 4 sections; red or green finish. 

HB-6 holds 56 6-o0z. or 48 12-oz. 
bottles; hinged wire shelf above 
waterline provides dry space for food 
etc.; green or brown crackle finish. 

Features included in models are 
glass wool insulation; coils at sides 
for even temperature—no coils at 
bottom; + hp. 60-cycle, 110-volt a.c.; 
may also be secured for operation on 
32-volt dic. and other odd voltages 
at slight additional cost; temperature 
control permits colder temperature 
during rush hours. 

Prices: HL-8, $119.50; HB-8, $109.50; 
HB-6, $99.50.—Electrical Merchandis- 


@ A good washing machine has a lot of 
features that customers should know — 
finish, capacity, type of motor, wringer, 
and so on. Alert housewives recognize 
these features almost before you’ve 
started to tell about them. 

But there are other features, not so 
easily seen, which are just as important. 
Take durability. That’s a matter of con- 
struction and material — not so easy to 
see just by looking. 

The familiar Armco triangle on a 
washing machine is a sure sign of lasting 
material excellence. It means that the 


ARMCO incor 


lustrous porcelain enamel has an 
Armco Ingot Iron base, firmly bonded 
and long-lasting. Your customers accept 
the assurance of the Armco label. 
They’ve seen it in Armco national adver- 
tising and on other fine metal products 
in their homes. 

If the washers and other appliances 
you sell do not carry the Armco triangle 
trademark, ask the manufacturer why 
they don’t! You—and he—are miss- 
ing a good bet for quicker sales. The 
American Rolling Mill Company, 
1591 Curtis Street, Middletown, Ohio. 


A NAME 
KNOWN TO 
MILLIONS 


ing, May 1938. 
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CHROMALOX 


Super-Speed RANGE UNITS 


like them 
because they’re 
so economical 
to cook with! 


“Maybe it’s because of the “two- 
units-in-one” feature, that lets me 
use the small, inside unit only when 
I'm cooking with a small pan. This 
must save lots of heat. Then of 
course my Chromalox units are very 
fast, and that may account for it. 
Anyway, I know I’m doing much 
more cooking than I used to do— 
these units positively encourage cook- 
ing—and yet my electric bills are no 
higher than before.” 

Add economy to the many other 
features of Chromalox range units— 
easy cleaning, speedy cooking, long 
service life—and it becomes easy to 
see why these units are so popular 
with housewives. 


THEY SELL RANGES 


and that is one reason why dealers, 
utilities, and range manufacturers are 
strong for Chromalox units. More- 
over, they cut out profitless after-sale 
servicing—and that is a feature that 
everybody likes. 


Chromalox units fit all 
ranges, and are solving the 
replacement problem every- 
where. Find out how, and 
why. Use the coupon. 


GET THIS 


SALES PLAN 
BOOK 


Mail with your business letterhead 


EDWIN L. WIEGAND CO. 


7525 Thomas Blvd., Pittsburgh, Pa. 
Send me the "CHROMALOX PLAN” book. 


Position 
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FRIGIDAIRE Milk Cooler 


eee Div., General Motors Sales 
Corp., Dayton, Ohio 


Device: Drop-in milk cooling unit 
which can be installed in any stand- 
ard type milk cooling cabinet. 

Selling Features: Automatic unit con- 
sists of cooling coil and motor driven 
water circulating device enclosed in 
cylindrical steel shell; cooling coil 
is connected to and refrigerated by 
compressor; circulator circulates 
water constantly during cooling 
operation; available in 2 sizes for 
coolmg 2 to 6 cans of milk per 
day. — Electrical Merchandising, 
May, 1938. 


SAMSON Fan 
Samson-United Corp., Rochester, N.Y. 


Device: Twenty-four in. pedestal 
type circulator fan with flexible 
rubber blades. 

Selling Features: Squirrel-cage 
guards not required; consumes only 
195 watts; draft eliminated by oper- 
ating at lower velocity, 850 r.p.m. 
New line now includes 24 stationary, 
oscillating, desk and pedestal models 
in sizes from 6 to 24 inches.—Elec- 
trical Merchandising, May, 1938. 
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EASY WAY Laundry Tubs 
Bergman Specialties, Oskaloosa, Iowa 


Selling Features: Two 16 gal. galva- 
nized tubs; patented die cast nozzle 
does away with rubber stopper; legs 
stamped from 14 gauge steel; tu 
are bolted to &xlxé in. angle iron 
base; 2 in. soft tread easy rolling 
casters; base, legs and braces fin- 
ished in green enamel.—Electrical 


Merchandising, May, 1938 


Every phase of electrical 
maintenance and repair work 
covered in this new Library 


5 volumes 
of practical 
how-to-do-it 


information 


Every man concerned with the care and repair of electrical machinery should 
have these practical books, with their helpful tables, diagrams, data, methods 
and kinks. Every one of the five volumes is jammed to the covers with sound, 
how-to-do-it information—the kind you have to have when anything goes 
wrong. Liberal use has been made of practical data and practice in repair 
shops so as to combine the good features of a library of methods with hand- 
book information covering these methods. 


ELECTRICAL MAINTENANCE 
AND REPAIR LIBRARY 


5 volumes—2042 pages—1721 illustrations 


In these books will be found answers to practically all the repair and winding 
problems that the electrician will meet in actual practice. 

The books discuss direct and alternating current windings—repair shop methods 
for rewinding armatures—commutator connection—the testing of armature windings 
—the testing of induction motors for faults—practical ways of reconnecting induction 
motors—commutator repairs—correcting brush troubles, etc. 

They tell you how to inspect and repair motor starters and generators—how to 
diagnose motor and generator troubles—how to figure new windings for old cores 
on induction motors. 

You learn about three-wire systems, starting rheostats, transformers and starting 
polyphase motors, etc. 

They give you scores of practical methods used by electrical repairmen to solve 
special problems. 


New trouble-shooting book now included in Library 


Now, in addition to four well-known practical books on all details of testing, 
connecting, rewinding, installing and maintaining electrical machinery, the Library 
of Electrical Maintenance and Repair includes Stafford’s Troubles of Electrical 
Equipment, a new book full of helpful maintenance information, special trouble- 
shooting charts, explanation of symptoms and causes of machinery troubles, specific 
remedies, etc. This revised library helps you to know the why as well as the how 
of electrical maintenance and repair work, gives you the ability to handle bigger 
jobs with surety of results. 


10 Days’ Free Examination—Easy Monthly Payments 


You can secure the use of these five great books on electrical repair work for 
ten days’ free examination. When you have seen for yourself what these books are 
and how much they can help you, send us your first remittance. The balance may 
be paid in monthly installments of $2.00 until the price of the library is paid. Send 
for the books today. Fill in and mail the Free Examination Coupon. 


: McGRAW-HILL BOOK CO., Inc., 330 W. 42nd St., New York : 
s 
bed Send me the Electrical Maintenance and Repair Library (5 vols.), postpaid, for 10 H 
. days’ free examination. Within 10 days of —- I will send $1.00, and $2.00 monthly § 
s until $15.00 is paid, or return the books postpaid. . 
: 
bad 
7 
a 
° (Books sent on approval in U. 8. and Canada only.) , 
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—-The Product Parade — 


HERE IT IS! 


SERGEANT 
ELECTRIC ALARM 


ONLY $2.95 


At $2.95 he will open purses by the 
thousands. Are you awake to this | 
opportunity? 


GEM-LECTRIC Shaver 


American Safety Razor Corp., 
Brooklyn, N. Y. 


Selling Features: Designed on new 
principle, beard guide leads in all 
types of whiskers—long, short, thick 
and thin hairs; protects skin, from 
clippers, eliminates stubble, the 
manufacturers claim; beard guide 
is designed with wide outer open- 
ing.—Electrical Merchandising, May, 
1938. 


Now General Electric | 
brings to clock dealers 
the country over, a brand 


new electric alarm clock 


at a brand new price. 


THE SERGEANT 
MODEL 7H-94 


POLAROID Lighting Unit 


Polaroid Lighting Inc., West Haven, 
Conn. 


1. Twelve-hour alarm 
2. Self-starting | 
3. Sealed-in-oil motor 

4. Styled, moulded plas- 


Device: Lighting unit. 

Selling Features: Light from an ordi- | 
nary bulb is passed through a sheet 
of transparent material which stops 
the horizontal waves which cause 


glare and lets the vertical rays tic case 

) through. This glareless feature per- | 

mits focusing light on working plane 

and even distribution over reading | 5. Legible dial i 
surface—Electrical Merchandising, | 

) May, 1938. | . Accurate 

7. Long-lived 

8. Guaranteed ) 


9. Only $2.95 at retail 
HERE ARE THREE OTHER MODELS WITH ADDED FEATURES 


4 
en 


SIGNAL Fan 


Signal Electric Mfg. Co., 
Menominee, Mich. | 


THE SERGEANT 
Model 7H-94-L 
With black case and luminous dial, $3.95 


THE SERGEANT 
Model 7H-94 
With ivory moulded plastic case, $3.50 


THE SERGEANT 
Model 7H-94-L 
With ivory case and luminous dial, $4.50 


Model: Signal 16 in. oscillating ped- 
estal fan No. P-1250-A 

Selling Features: Adjustable in height | 
from 44 to 74 ft. from floor to center 


IN ADDITION TO THESE, THERE ARE 6 MORE MODELS IN A VARIETY OF COLORS 


Price: 


of fan; 16 in. polished aluminum 
quiet blades; rotary type switch, 3- 
speeds, placed in box at top of 
pedestal; Signal induction 4-pole 
non-radio interfering motor; 110-120 
volts ac.; air displacement, 1650 
r.p.m, 

$33.75.—Electrical 


ce. Merchan- 
dising, May. 1938. 


PROVIDING A FULL LINE OF ALARM, OCCASIONAL AND KITCHEN CLOCKS, 
ALL DESIGNED TO PROVIDE CHANGE FROM THE CUSTOMER'S $5 BILL 


Write or call your General Electric Distributor immediately! 


GENERAL ELECTRIC 
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Nichrome 
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ipevies life among electrical alloys. In- 
measured life has been increased over 


HARRISON 


TWO WASHING MACHINES SHOW THIS 
DIFFERENCE IN WEAR-ON-CLOTHES 


i These two balls of lint were 
made by gathering the lint 
washed out of clothes, by two 
different washing machines, in 
the course of an hour. They 
show dramatically the difference 
in wear-on-clothes produced by 
the two machines under test. 
However, Electrical Testing 
Laboratories actually measures 
this wear much more accurate- 
ly. The clothes used in each 
machine on test are carefully 


To Jearn more about E. T. L., write for a copy of “Facts to Consumers” 


ELECTRICAL TESTING LABORATORIES 
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weighed before and after wash- 
ing to determine the loss of 
material suffered by the cloth. 
And before each weighing, 
each batch of clothes is air 
conditioned for enough time so 
that moisture will not affect 
the results. 

By such methods, E. T. L. obtains 
the FACTS of performance and qual- 
ity, of the “~~ tested. Often 
these tests elp manufacturers im- 


prove their products and increase 
their saleability. 


Models: 


Models: 


Selling Features: 


EMERSON Fans 


The Emerson Electric Mfg. Co., 
St. Louis, Mo. 


New Emerson-Seabreeze 12 
in. oscillating on portable stand and 
12 in. non-oscillator. 

Se ‘lling Features: 12 in. non-oscillator 
2-speed toggle switch adjustable for 
wall bracket mounting; semi-gloss 
black lacquer with nickeled fittings ; 
12 in. 2-speed oscillator on adjust- 
able floor stand (4’ %” to 3’ 3” floor 
to center of fan); chromium and 
black wrinkle finish. 

Prices: 12 in. oscillator, $24.25; 12 in. 
non-oscillator, $13.45. — Electrical 
Merchandising, May, 1938. 


TINY TIM Battery Chargers 


Continental Motors Corp., 
Detroit, Mich. 


4 models, cover 6, 12 and 
32 volt requirements from 150 to 
300 watts. 

Continental Red 
Seal engine; push-button starting; 
controlled voltage generator; auto- 
matic shut-off; complete outfit in- 
cludes special farm-light battery, 
wiring kit and battery charger. 

Price: $18. complete.—Electrical Mer- 
chandising, May, 1938 


v 
GILBERT Vitalator 
A. C. Gilbert Co., 


Conn. 


The New Haven, 


Device: Wand vibrator. 

Selling Features: Fits over the back 
of hand and guides finger-tips with 
same rotating patting motion used 
in Swedish massage; sponge-rubber 
pad for back of hand and elastic 
straps to hold in position; 110-120 
volt a.c. or d.c. 60 cycles; chrome 
or pastel finish. 

Price: $8.95.—Electrical Merchandis- 
ing, May, 1938. 


VICTOR Fan 


Victor Electric Products Inc., 712 


Reading Road, Cincinnati, Ohio 


Device: Air-Stream 20-in. Tornado 
fan. 
Selling Features: Equipped with 


specially designed triple-blade super- 
powered motor; produces air current 
above head level, cooling a large 
area without drafts; available in 3 
models—for floor, counter and wall 
or ceiling use —Electrical Merchan- 
dising, May, 1938. 
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CASH PRIZES 
STILL TO BE DIVIDED! 


Some of these contests that 
are promoting a banner 
year for electric water heat- 
ers close shortly. Better get 
moving on that entry of 
yours—and get your share 


of the cash and the glory! 
4460 tail salesmen of util- 
ities and dealers on 


“How I Sell Electric Water 
Heaters.” A contest each 
month through 1938. 

water heater win- 


dow displays by util- 


ities and dealers. Contest 
closes June 30, 1938. 
paper advertising 


campaigns on elec- 


tric water heaters by utilities 
and dealers. Contest closes 


July 31, 1938. 
cup as national 


1 000 awards for the 


operating utility company that 
does the best all-around elec- 
tric water heater job in 1938. 


For letters from re- 


For the best electric 


For the best news- 


Anda silver 


LO 


DETAILED INFORMATION 


and contest rules have been 
released to all operating util- 
ity companies and local Mod- 
ern Kitchen Bureaus. Ask 
for information or write to 


NATIONAL ELECTRIC WATER HEATING COUNCIL 


THE MODERN KITCHEN BUREAU 


420 LEXINGTON AVE. 
NEW YORK, N. Y. 
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Salesman’s Union Takes Hold in Milwaukee 


JNCIL 


survive in the battle for business. 

In consequence of the competitive 
situation many dealers were swapping 
dollars, retail salesmen were hanging 
on by their eyeteeth. It was a silly 
predicament, as appliances are not ac- 
tually sold on price, and the list quo- 
tations carried profit enough to enable 
poth dealer and salesman to live. 
Nevertheless in a dog-eat-dog battle, 
nobody was getting anywhere, not 
even the potent association. 

Into the picture stepped Phillip E. 
Koerner, a union man for seventeen 
vears, who had sold furniture, auto- 
hile accessories, and farm equipment 
when his union job as a tile layer 
vent dead. He was a Milwaukee boy, 
understood the set up. First of all 
the retail furniture salesmen were or- 
ganized, and a closed shop established. 
Furniture stores were limited to 
pening two nights a week. This hurt 
their appliance business because elec- 
trical dealers were open six nights a 
veek. Soon the union organizers re- 
alized the footsore weariness of the 
appliance salesmen and sensed their 
eagerness for anything which would 
better their conditions. 

“We realized that it was unusual for 
, labor set-up without a wage agree- 
ment,” Phillip F. Koerner told 
Electrical Merchandising. “However, 
we realized that the independent dealer 
vasn’t able to stand it. We had to see 
to it that the boss made some money, 
which he wasn’t doing at the present 
moment. We didn’t want him to re- 
vert to a one man shop. So, we made 
i: study of what was wrong with the 
situation and found that chiseling had 
run everybody out of gas. We saw 
hat a union could police the field in 
2 Way no association could. So the 
mnion was welcomed by dealers gen- 
rally. We have 150 members and 
5 more on a 90 day permit. That 
bout covers Milwaukee.” 

Known as the appliance division of 
te Household Furniture local 1343, 
he union has 286 members in_ all, 
laims 98 per cent saturation. Some 
/ appliance dealers have signed agree- 
ents, Koerner said. Its headquar- 
ets are in the Metropolitan Block, 
Third at State, in Milwaukee. 

Originally the union wished to deal 
rectly with the association, but this 
Was avoided, the association not rep- 
senting all dealers. Signing up of 
talers started January 1, for a sixty 
fay trial subject to renewal, which has 
iken place. All salesmen had to be 
embers of the union, and stores were 

be open only three nights a week. 

Shoppers are employed by the union 
nd any dealer found chiseling is sub- 
‘ct to summary action. One owner, 
tis said, was given the choice of a 
200 fine or picketing. He paid the 

e. A large mail order store execu- 

ve changed his mind abruptly about 

€ number of evenings he desired 
store open. Under the Wisconsin 
’ whenever a labor dispute exists, 
union can picket, and this applied 
this situation. 
Printed with this account are the 
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items agreed upon between dealer and 
union. Interesting is Article XI 
which prohibits the dealer from de- 
ceiving his customers. 

“So far the thing is working out,” 
a dealer told Electrical Merchandising, 
with the proviso that his name be not 
mentioned. “It’s a shame to say it, 
but the union has cleaned up a mess 
that our association couldn’t. Not 100 
per cent, but all chiseling right now 
is under the table. I understand that 
if a distributor does not play ball, 
the union may instruct its members to 
give that distributor’s brand the 
thumbs down sign in all Milwaukee 
stores. Whether a distributor can 
overcome this with spiffs and what 
not remains to be seen. So far the 
distributors have played ball.” 

Extremely non-committal were dis- 
tributors interviewed. “There has 
been a bad situation,” Electrical Mer- 
chandising was told, “and this is an 
interesting experiment to see how it 
will work out. Dealers find it hard 
to understand that distributors are 
given quotas and must get from under 
their merchandise, if they are to ex- 
ist. Undoubtedly the existence of a 
strong union position will aid the 
distributors in avoiding too high 
quotas in the future. They can only 
take what they can sell through legiti- 
mate channels at regular prices.” 

Just what the price maintenance 
policy of the union would do in com- 
petition with lower marked mail order 
house merchandise remains to be seen. 

Industrial selling is not stopped by 
the unionization of the salesmen, but 
distributors assured Electrical Merch- 
andising that they were prayerfully 
working on big buyers, who showed 
unexpected sympathy in many cases 
when the picture was presented. In 
every instance it was seen that the re- 
tail salesman was suffering, and that 
help was needed to make the appliance 
business yield a living to its servants. 

This, then, is the unionization story 
in Wisconsin. In this article we have 
tried to present the forces which will 
be used to accomplish ends desired. 
And, if they succeed, other cities may 
have to reckon with similar forces. 


Conventions Coming 


The 30th Annual Convention of the 
National Electrical Wholesalers Asso- 
ciation will be held at the Homestead, 
Hot Springs, Va., May 22-26. Alfred 
Byers is secretary of the association. 

The 32nd Annual Convention of the 
Illuminating Engineering Society will be 
held in Minneapolis, Minn., from August 
29 to September 1 with headquarters at 
the Nicollet Hotel. 

The annual meeting of the Air Con- 
ditioning Manufacturers Association is 
scheduled for May 13 and 14 at Hot 
Springs, Va., according to an announce- 
ment by J. A. Harlan, president. 

The annual meeting of the Stoker 
Manufacturers Association will be held 
at Hot Springs, Va., on June 16 and 17. 

The eighth annual Market Week of the 
Los Angeles Furniture Mart will be 
held at the Mart July 18th to the 23d, 
according to an announcement by A. V 
MacDonald, managing director. 
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Signal 16 inch Oscil- 
lating Adjustable Floor 
Model Pedestal Fan — 


Easily moved about, and ad- 
justed to the desired height for 
the room—adjustable from 4 ft. 
6 in. to 7 ft. 6 in. from floor to 
center of fan... 16 inch quiet 
type polished aluminum fan 
blades . . . Rotary type switch, 
3 speeds ... air displacement 
1650 r.p.m. ... Induction motor, 
non-radio interfering. This is 
Signal P-1250-A fan, list price 
$33.75. Prepare now for calls for 
this new fan. Complete details 
upon request. 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 
Offices in all principal cities 


WHAT IT TAKES — - 


There is no doubt about it—the greatest 
need for ice cubes is on those frequent 


daily occasions when one, two, or three 
persons want a few ice cubes in a hurry. 

And only Presto Tray with Rubber 
Grid has what it takes to give one or a 
dozen cubes instantly, full-sized, cold 


and dry, without disturbing the others. 
No fuss! No bother! No waste! 

In less time than it takes to tell, your 
salesman can demonstrate conclusively 
how only the Magic Finish Presto Tray 
with Rubber Grid gives all the advan- 
> es of a fast-freezing metal tray plus 

the conveniences of a rubber 

le you have not already done so—be 
sure and insist that your new refriger- 
ators come factory-equipped with Magic 
Finish Presto Ice Trays. 


INLAND MANUFACTURING DIVISION 
General Motors Corporation Dayton, Ohio 


WHEN A FEW ICE CUBES ARE PLENTY_ DONT RAID A wry 


PRESTO 
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fan line —and be ready to 
supply every prospect with just 
the type and size of fan he needs! 


With the famous R&M flag certifying 
highest quality, this line contains: — 
R&M Air Circulators, super-powered, for 


large stores, offices, and factories, and for 
home-cooling. 


R&M DeLuxe Fans, new in beauty, for pri- 
vate offices and fine homes. 


R&M Regular Fans, higher in efficiency 
than ever. 


R&M Junior Fans, true 
R&M quality at lower 
cost. 


R&M Ventilating Fans, 
from heavy-duty 
bucket-blade types to 
portable home models. 


R&M Ceiling Fans, for 
hotels, restaurants, 
clubs, etc. 


R&M AIR CIRCULATOR 


20, 24, and 30-in. Floor, 
Ceiling, Bench, and Wall 
Models $44.00 and Up 


MOTORS + HOISTS + CRANES 
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ELL the complete R &M‘“ 


« 


R&M DE LUXE FAN 
10, 12, and 16-in. Oscillating— 
Desk and Pedestal Models 
$15.95 and Up 


R&M JUNIOR FAN 
10-in. Portable Home Ventilator 
with Adjustable Panel. $9.95 


Link your fan-selling program 
with the firm that has had 
forty-one years’ experience in 
building al] types of fans — 
and building them better! 
... Robbins & Myers, Inc, 
Springfield, Ohio; Robbins & 
Myers, Ltd., Brantford, Ont. 


PUMPS + FOUNDED 1878 


Extending Your Business 


Arrive at a yardstick of one sale per 
thousand population, or some figure 


| that is applicable to the product in 


question. Set down qaota figures for 
each community. Next determine how 
many units a salesman or a dealer 


| must sell in order to make a living. 


Divide that figure into the quota and 
you will determine the number of 
sa'esmen that should be engaged either 
directly or through a dealer to attain 
the quota established. Increase the 
quota 50% as a “buffer”, but be sure 
to base your budget on the quota which 
you think can reasonably be made, 
for it is on this quota that you must 
base your expenditures. 

After you have determined the quota 
in the territory to be served, and the 
number of dealers and salesmen to 
be engaged, you will be able to deter- 
mine the supervision necessary. You 
will need a manager, assistant man- 
ager (for salesmen and dealer training 
purposes), one supervisor for each 
fifteen salesmen (to work in the field 
with salesmen), and one dealer spe- 
cialist for each fifteen or twenty deal- 
ers appointed. This specialist may be 


employed under a cooperative plan 


| average 


of compensation between the distrib- 
utor and the dealers, each of whom 
pay him for service rendered. 

With this nucleus of an organiza- 
tion and with sales plans completed 
to carry the product story to the con- 
sumer, it should not be difficult to 
determine what “non-selling person- 
nel” wi!l be required to set up proper 
service from the inside organization, 
to guarantee the proper supervision 
of selling activity. 


Getting at the Financial Set-Up 


Actual out-of-pocket expenses in 
setting up such a business must next 
be figured. This amount will repre- 
sent the risk taken by the distributor. 
The old rule, “Nothing ventured, 
nothing gained” applies here. We can 
not expect to sell merchandise without 
setting up an organization and risking 
some capital. The executive who can- 
not properly analyze the possibilities 
in a sales organization and then gam- 
ble on his judgment, should not under- 
take the selling of a new product, 
especially in times when great re- 
sourcefulness and active management 
is going to be required to make the 
business successful. 

Next determine the investment in 
capital, not only in inventory and 
parts, but also in accounts receivable 
and the initial expense that will be 
necessary before actual returns from 
sales begin to come in. These esti- 
mates should be accurately and con- 
servatively figured so that capital made 
available will be adequate to see you 
through the starting period. 

Assuming the product is a refriger- 
ator, a room cooler, a furnace, or oil 
burner, or other major appliance. 


Most sales on time contracts are dis- 
illustration of an 
investment, 


counted. As an 


your figures 
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might look something like these. 

Initial order for product 
Parts inventory 50) 

Average inventory to Sep- 
tember 110,000 to 15,00) 

Average inventory after Sep- 
tember 1 7,500 to 10,00) 

Operating Expenses, initial 
outlay 6,00) 

Accounts Receivable, not dis- 
counted 25,00) 

probable capital re- 
quirement 


Total 


As an illustration of out-of-pocket 
expense, your figures might run a 
follows: 


Assistant Manager ........ 2,40) 
1,80 
2 Stenographers .......... 2,00) 
4 Dealer Specialists ...... 4,80) 
(one-half of drawing salary) 
1,00) 
Clerk (Credit Dept) ...... 1,200 
2 Warehousemen ......... 2,00 


Miscellaneous Expense .... 5,00) 
$31,400 


It is reasonable to assume that one 
fifth of these figures, (which  tota 
$31,400 for the first year) or abou 
$6,000, would be an investment re 
quirement for the first 90 days of th 
distributor operation, which is th 
period prior to income from. sale 
made during the pioneering _ stage 
This $6,000 figure should be added t 
the inventory and accounts receivab! 
requirement. 


A Profit and Loss Budget 


For additional illustration, it 
worthwhile also to draw down 
budget of distributor’s profit and loss 
as a yardstick applicable to the sale 
of any specialty or appliance having ‘ 
market of from 1,000 to 5,000 unit 
and selling from $250 to $500 in 
market able to support that volum 
when the business is divided abou 
-equally between wholesale and _ reta 
sales. A typical budget plan assume 
sales are to be made by a 
department added to a going business 
The product is that of an oil burner 
air conditioner, commercial refriget 
tor, or any other major appliance ‘ 


sepal at 


specialty. Variations would have to 


made in any budget to fit special cot 
ditions, of course. One budget plan 
for example, with estimated sales at 
gross profit, sales expense, 
expenses, salesmen’s expense, total! © 
pense, and net profit, is recorded her 
a practical plan, suggested only «s 
starting point for your particula 
problem, 


Financing Time Payment Sale 

A complete plan under which 
distributor receives 100% of the ale 
price can be arranged with a fina \ 
house. The distributor's 
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lia ility would be equal to the per- 
cer tage applicable to such sales, less 
th average collections from consum- 
ers. On many products, the financing 
of sales to dealers, a finance “floor 
plan” can be made available for ware- 
horse or display models, relieving the 
jis ributor’s capital requirement. Usu- 
all. such accounts are guaranteed by 
the distributor. On sales to consum- 
ers by dealers, the distributor need 
have no contingent liability, the deal- | 
er= contracts being sold directly to | 
the financing company. The distribu- 


tor may agree to repurchase products | ~ 

soli by dealers in the event of mor- | \“ 
tality of the dealer. Under similar | \ 

financing terms as these, every sale | \ 
isa cash sale. \ } 
Selling the Product | \ \ 

‘i The formulae for selling should | 


come from the manufacturer. He con- 
eived the product, invented it, and | 
produced it. He put it on the market. 
He should know how to sell it; ar- 
" [range the necessary sales and promo- | 
tion materials for the distributor and | 
lealer. He should know the answers 
‘0 sales questions. He should be organ- 
zed to maintain close cooperation 
vith his distributors at all times. The | 
relationship between manufacturer and 
yyqgstributor is not alone that of seller 


vend buyer. It is a “partnership” in | a 
oy both parties should profit after | 
he goods have been sold to the con- | 

sumer. 
| 
There can be no permanent value | 
neg? the relationship between manufac- 


urer and distributor unless both par- | 
sougeies are able to conduct a profitable 
.,fpusiness. All policies should lead to 
thd this objective. They should make pos- 
+,ible a sales operation quickly adjust- 
1,4gble to prevailing business conditions, 
ageprcierably one with a minimum of 
d term commitments. 

From here on, the success of the 


rahi 

keparate department intended to in- 
prease sales for the distributor when : 
business is off”, is up to the dis- 

himself. Everything depends 

t i#fn his own selling effort and that of 

n @fis sales manager. Perhaps this effort 


lossfhould follow the policies and plans 
saleaid down by the manufacturer. But 
ing @ie man in the field, the distributor 
unitffiles executive is the key. His judg- 
in @ment and his “force” in action is the 
lum@fnal motivating and inspirational in- 
abouf@uence in sales. 


ume Mr. Laidley speaks out of up-to-the 
yarat@ "inute experience in doing the sort of 


snes thing he recommends in this article. Companies, that are national institutions, have for years used Chromel for the 
heating elements of their devices. Thus the good-will value of their priceless 
~. eeral Division, Chicago, of the National trade-names is confidently entrusted to Chromel. Such trust must be deserved. 
cc “Blamp Works of the General Electric 

‘0 "Si Company. For the last nine of those HOSKINS MANUFACTURING COMPANY «+ DETROIT + MICHIGAN 


years he was general manager of the 
division, 

S$ af He was a co-organizer and partner of 
riabl@j®. Cooper, Jr. Chicago distributor for 
| exqgtte General Electric Company, serving 
her for five years as vice president and 
director. 

He went to Portland, Ore., in 1930, 
ind organized the Laidley Company, as 
1 distributor of General Electric appli- 
ances. Two years later he sold this busi- 
ness to the General Electric Supply Com- 
pany. From then until he joined the 
trunswick-Balke-Collender Company in 
the spring of 1937, he made his home 
in California. THE EDITOR 
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PADS, COVERS AND BAGS 


| REPLACEMENT PADDING 


All 

and covers. Washing machine 
heating pads, vacuum cleaner bags— 
Textile Specialty Co., W. 54 Street, 


Electric mangle pads 
covers, electric 
all types Oh 


Replacement Padding For All Makes of Ironers 
Mfgrs. have found our patented woven cotton padding 
more efficient and durable than knit padding. Ask 
for sample and prices. Woven Cotton Products Co., 
Box 484, Rochester, Minn. 
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Manufacturera complete line of Floe 


PROFITS 
with 
SAFE 

HANDLING 


change ratchet nose 


ulck 


in convenient sizes. Write 
and prices 


| 


SALESMAN AVAILABLE 


SALES, well experienced in merchandising 

major appliances, successful as _ retail, 
wholesale salesman, department store super- 
visor and sales promotion manager. Will 
tackle a job with future and immediate 
earning. SA-507, Electrical Merchandising, 
330 West 42nd St., New York City. 


Vacuum Cleaners For Rebuilding 


makes and models. 


Write for Quotations! 


ACE APPLIANCE CO. 
3012 Cermak Road 


We carry a large stock of nearly al) 


AS IS—TRADE INS—CLEAN AND COMPLETE 


CHICAGO, Ill. 


REPRESENTATIVE AVAILABLE 


LINE WANTED by reliable sales organiza- 

tion for sale to department stores, hard- 
ware, housewares, electrical and premium 
buyers in Chicago and middle west. Com- 
mission basis. Office, display, stock and de- 
livery facilities available. 
trade. Excellent references. 
cal Merchandising, 520 No. 
Chicago, Ill. 


Well established 
RA-506 Electri- 
Michigan Ave., 


RADIO IN IT’S ENTIRETY! 


“B-A” serves the trade with every aced te 

redio—complete 160-page catalog of ne 

tionally radio receivers, public od 

Or- 
same day received. 


COMPLETE CATALOG AVAILABLE 
BURSTEIN-APPLEBEE CO. 


1012-14 MicGEE ST 
KANSAS CITY. MO 


ORANGEVILLE 


(Columbia Co.) PENNA. ORANGEVILLE J} 


r Trucks 


offer real economy because 
sturdily made to 
scratching and marring. 
for latest folder and prices 
on pads for refrigerators, 
washers, ironers, phonographs, 
radios, ranges, furniture, ete, ; 
also carrying harnesses and 
straps. 
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NEW 1938 


E E EDITION 


“HOT SHOTS” 100-Page Catalog 


For Vacuum Cleaner Repairmen, Electric Shops, 


Appliance Dealers, Furniture Stores, ete. 
' * High Quality Vacuum 
SAVE ON! Cleaner Parts 


“RENEW Modernized Vacuum 


ers 
© Guaranteed Armature Rewinding 


@ Vacuum Cleaners for Rebuilding 
We carry a large stock of nearly all makes 
and models. 
AS 1S—TRADE INS—CLEAN AND COMPLETE 


rite for Quotations! 


RE-N EW SWEEPER 


COMPANY 
9591 Grand River, Detroit, Mich. 


“KEEP IT RUNNING" 


Satisfactory operation is a real contribution to 
customer satisfaction. ‘“‘Keep it running’ and 
she'll come back. It's the repeat sales that count. 

Parts, Services and Accessories can play an 
important part in building your business. It can 
keep you posted on where to obtain your require- 
ments in keeping your customers’ appliances in 
good running order. 
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Comfort Cooling 


@ satisfied sales 
e larger profits 


To the wide awake dealer we offer our 
new 1938 streamline attic type ventilators. 
Sizes 22” to 5’. All G-E powered. All 
have an approved A.H.V.E. capacity 
rating. Call your distributor or write, 
wire or _— NOW for our catalog, 
prices and complete sales promotion plan. 


SHREVEPORT 
ENGINEERING 
CO., INC. 

1241 Dalzel St. 


| VOLUME and PROFIT 

2 an 

b0 WITH THE 

Modern Dolly Madison 

b2 ELECTRIC ICE CREAM 

FREEZER 

R7 Revolutionizing the Ice Cream Freezer 
Business, DOLLY MADISONS are 
taking the Muss, Fuss and Puff out of 
making ice cream in the home. 

bs There's a good volume and a worth 
while profit waiting for you through 
the sale of DOLLY MADISONS. 

15 In the popular sizes of 2-, 4- and 6- 
quart. 

Ask Your Jobber 


CONCO ENGINEERING WORKS 
MENDOTA ILLINOIS 


5,000 Ranges 
in 1938 


CONTINUED FROM PAGE 14 


vided for dealers and salesmen. Con- 
tact men will assist dealers and sales- 
men in closing sales. Home econ- 
omists will be furnished to co-operate 
with dealers and distributors in train- 
ing and demonstrations. A home 


}economist will call on each range 
| purchaser to give instruction, and will 
|make as many repeat calls as are 


necessary. 
6. A set of utensils will be delivered 


| by the central station with the range. | 


7. Kansas City Power & Light will 
pay 25 per cent of the cost of ap- 


proved dealer advertising in Kansas | 


City newspapers on such a basis as to 
assure all dealers of a fair proportion. 

8. Kansas City Power & Light will 
assist dealers in selling repossessed 
ranges of approved manufacture. Re- 


| possessed cooking utensils turned in 


with ranges will be replaced with new 
utensils when the range is re-sold. 

9. Trade-ins. The company will 
help dealers to move trade-in electric 
ranges. If the range has open type 
units, the company will replace them 
with closed units at a cost to the 
dealer of $4 each for large units and 
$3 each for small units. For $10, the 
company will service the range for 36 
months, A new set of cooking 
utensils will be given with the range 
when sold. 

A special plan was announced by 


Kansas City Power & Light for large | 


department stores, furniture and hard- 
ware stores, which display five ap- 
proved electric ranges at all times 
and co-operate in other qualifications. 
The utility will pay up to $50 for 
installing an electric range in such a 
store for demonstration. The utility 
will furnish a sales supervisor to the 
store and shall pay him $50 a month 
plus a $3 bonus per range, plus the 
regular $5 bonus per range, plus $2 
bonus per range if ten or more ranges 
are sold in any one month. 

Dealers who co-operate in the pro- 
motion must sell an approved range, 
distributed by an approved distributor 
with approved service policies. The 
dealer must agree to pay his salesman 
a commission on ranges equal to the 
commission paid on refrigerators and 
other appliances. 


Distributors Appointed 


Gibson: Roycrait Company, Des 
Moines, Iowa; the Pearson Company, 
Indianapolis, Ind.; Herrnstein Hardware 
Co., Chillicothe, Ohio; M. A. Hartley 
Co., Gettysburg, Pa.; W. B. Horton Co., 
Fargo, N 

Leonard: Motor Parts Company, 
Philadelphia, Pa.; the Roycraft Company, 
Minneapolis, Minn. 


Kelvinator: Braid Electric Company, 
Nashville, Tenn. 
Potter: Windler Motor Sales, Inc., 


Milwaukee, Wis. 

Stromberg-Carlson: The Brown Sup- 
ply Company, St. Louis; Charles F. 
Scott, Scranton, Pa. 

Pelco: Arthur Fulmer, Memphis, 
Tenn.; Capitol Paper Company, Spring- 
field, Ill.: E. R. Evenson, Sioux Falls. 
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THE EAGLE O-K FUSE 
... Speaks For Itself .. . 


THE ONLY FUSE THAT TELLS 
THE WHOLE 


OVERLOAD SHORT 
ONLY PART OF ENTIRE O.K. 
O.K.VANISHES VANISHES 


Gooo 
It indicates clearly and never fails. 


DISPLAY CABINET AND 
DISPENSER FREE 

You can obtain this attractive four 

color Dispenser with Flasher Outfit 

FREE. It attracts, it sells and demon- 


strates the outstanding feature of the 
O-K Fuse. 


Ask your Jobber about this Deal or 
fill in and mail the coupon direct to 


EAGLE ELECTRIC MANUFACTURING CO., Inc. 


59-79 HALL STREET ° ° BROOKLYN, NEW YORK 


EAGLE ELECTRIC MFG. CO., INC. 
59-79 HALL STREET, BROOKLYN, N.Y. 
Please tell me how I can obtain your Eagle O-K Fuse Display and 
Dispenser FREE. 


To mone THE 
FUSE INSTANTLY 
servi cet 


> 
au 
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Jobber 
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the 
LT omen’s Magazines 


Every month the national women’s magazines carry articles 
on some phase of home electrification, lighting, wiring and ap- 
pliances. These articles are expertly written and illustrated 
attractively. Women in your community are reading them and 
smart merchandisers are putting them to work—in their win- 
dows, in their stores and in letters to their prospects. 

To help you keep informed, Electrical Merchandising intends 
to report each month the articles which will appear in the suc- 
ceeding month’s issues of the leading women’s magazines. 
Thus, in the April issues of the magazines, there will be the 


following material : 


House and Garden 


“Whether it’s the heat or the humid 
ity makes little difference, when an 
electric fan gets going,” says House 
and Garden, in an article entitled 
“Fan-Fare” in the June issue. 

his timely feature is illustrated by 
photographs of new table or desk 
models and the latest pedestal fans that 
are not only glorified by good design, 
but made adjustable for service at 
any desired height. 

Among the advantages of the 1938 
fan family, the editors point out their 
quiet operation and increased efficiency. 
The blades are adjusted to a better 
pitch for a steady breeze at any speed, 
and greater economy of operation. And 
the old familiar hum is a thing of 
the past. 


Woman’s Home Companion 

Elizabeth Beveridge—a very apt 
name in this instance—has an article 
entitled “Coffee Steps Out” in the 
June issue of Woman’s Home Com- 
panion. [Illustrated are an electric 
percolator and a glass coffeemaker. 
There are is a lot of dope about mak- 
ing good coffee, of course. 


McCall’s Magazine 


Kathleen Robertson contributes a 
two-page spread in the June issue of 
McCall's on the subject of deserts 
made in the electric refrigerator. It 
is called appropriately “For Goodness 
Sake .. .” and is illustrated with a 
number of interesting photographs 


showing food and features of the lead- 
ing refrigerators. Clara Zillessen, 
Philadelphia Electric’s advertising 
manager, helped Miss Robertson to 
turn out this splendid story. 


Better Homes and Gardens 


We couldn’t get hold of proofs of 
the forthcoming June issue in time but 
we can report that the May issue has 
an article entitled “Rout That Dust” 
by Cora Joyce which discusses vacuum 
cleaners along with other cleaning 
tools. Kitchen planning contest win- 
ners are also listed in the issue with 
many pictures of the prize-winning 
kitchens. 


Good Housekeeping 


In June Good Housekeeping, Good 
Housekeeping Institute asks its read- 
ers: “Have You Outgrown Your Re- 
frigerator?” and to help them find 
the answer, presents a complete review 
of 1938 automatic refrigerators. The 
convenience features, quietness of op- 
eration, lower initial cost and the 
operating economy of 1938 models 
are so aptly described that many a 
woman who reads this article is go- 
ing to find it more advantageous to re- 
place her old model than to keep on 
using it. There's plenty of ammuni- 
tion here for refrigerator distributors. 
Dealers whose refrigerators are tested 
and approved by Good Housekeeping 
Institute will be interested, too, in the 
description of the Institute’s testing 
requirements which all refrigerators 
must meet before being approved. 


LETTER 


Oh, Yeah? 
To The Editor: 

I think your paper is wonderful! 
Apart from trade information it in- 
terests and amuses me for hours on 
end, 

How seriously your contributors 
take themselves and their G. A. P. 
(Great American Public). 

How wordy they are! 

Their similes are so half baked and 
their metaphors so involved that this 
poor Englishman loses the thread of 
the discourse three times on every 
page. 

Why not appoint a British literary 
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editor to teach your writers to say 
what they mean in sane, simple 
English. 

The American idea seems to be to 
do everything in the most complicated 
way. 

Writing, talking, and living in an 
atmosphere of over-elaboration. 

Would you like an article on these 
lines for your suckers is, 
I believe, your term. 

Yours truly, 
Conrap EvESoN, 
Church Street Chambers 
Halecowen 
Worcs. England. 
What rates do you pay? 
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The Merchandising Month ay L. Moffat 


The Salesman's Union Takes Hold in Milwaukee 


By Tom F. Blackburn....... 2 


Here are the details of a new approach to chiseling and price- 
cutting in the appliance field. 


Putting Up a Good Front sy Mary Davis Gillies 


Appliance retailers and distributors are finding out that it pays to 
modernize their store exteriors. 
Extending Your Business 8y Harold D. Laidley. . eget 
Facts and figures on taking on a new major line of appliances. 
A Cooperative Promotion that Produces 600 Pros- 


Alabama Power Put « on a Treasure Hunt ol Clean — 


You've Got to FEEL Good! 8) Gerald £. Stedman......... U 


A negative attitude never got a salesman anywhere in the appliance 
business—and that's specially true today. 


5,000 Ranges in 1938! 


That's the goal that the Kansas City territory has set itself. 


A Little Journey to the Home of Arthur H. Zirke ... 17 


A pictorial visit to the bailiwick of the Royal's president. 


AIR CONDITIONING 


An American Blower distributor talks about the fan business. 


New Air Conditioning Products................... 


News—People, Products, 28 
New Positions of the Month ... 
West Coast News Flashes eee 45 


The Product Parade 48 
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